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ATF Adcuts 
and 


Logotypes 


Company or personal signatures, trade marks, 
emblems, symbols, designs can be cast in type 
in hard, long-wearing, foundry type metal. These 
are ADCUTS. Combinations of letters, points or 
figures can be set up in any ATF type and cast 
on single-piece bodies. These are LOGOTYPES. 
They may be firm names and addresses, heads on 
office or factory forms, imprints, envelop corner 
cards. They prevent errors on repeated use, re- 
duce costs of composition and assure uniformity. 

ADCUTS and LOGOTYPES can be cast in any 


desired number, and additional castings made any 


Remington 


Standard Sanitary Mf. Co. 


grant mann ate 


QEATHE 6 CO., PRINTERS, PORTLAND, = 


ee = 


Suggested gested Dosage 


1. 4. PASS BOOK CO., MOWARE, m2, 


time from the same matrices, at less than the cost 
of electrotypes. They print sharp and clean. The 
finest of lines are free from undercutting; count- 
ers are deep. They need no shoulder for tacking; 
can be trimmed flush with the design to exact 
point sizes that line up with type. They are the 
only practical means of dropping snugly into the 
body text company or product names in their 
characteristic styles. 

Send us a sketch and your specifications for a 
particular job and let us submit quotation and 


complete information. 


Type Merchandising Department 
200 ELMORA AVENUE, ELIZASETH 8B, NEW JERSEY 


American Type Founders (&) 





THe voc is a dilly...So happy I could 
come in when I'd been chasing him for 
months! Listened as if I was his favorite 
musical instrument! 

Dr. Whendry! isn’t a sawbones, but a 
Ph.D. in psychology—taught the stuff up 
at State U before he started publishing 
textbooks. Circularizes teachers—which is 
why I wanted to see him 

He knew something about metered 
mailing. | had a demonstration machine 
alogg...showed him how it prints the meter 
stamp, plus dated postmark and small ad 
directly on the envelope and how the 
envelope is sealed, too how it prints any 
amount of postage you want 


Why, it’s ingenious!” the Doc said. 


HE was much taken with the idea of 
buving postage by having the postoffice set 
the meter the protection postage has in 
the meter, compared to adhesive stamps 
the automatic accounting. He agreed that 
mailing by meter is more efficient than 
sticking stamps Then he threw me! 

It seemed that Dr. Whendryl was a 


Mahatma Gandhi disciple thought 


pituey-sowes Postage Meter Di 


every th 


PITNEY-BOWES, Inc., 
2005 Pacific Street, Stamford, Conn 


machines ofthc 


largest makers of mailing 


es in 93 cities i S. and Canada, 


wow't get SORE at anybody | 


requisition from your secretary.” 


maybe that American life was getting too 
mechanized people would be better off, 
psychologically, if they would only use 
their hands more. And any big mailings 


were done outside, anyway. 


Who am I to trade punches with a 
Ph.D. in psychology? So I picked up my 
meter to go from there. The Doc guessed 
he'd go out with me 

Out on the reception room table, there 
were two large wire baskets of outgoing 
mail. What caught my eve was that all the 
letters on top had airmail stamps 
even the envelopes with local addresses! 

I pointed out this little inconsistency 
to the Doc—and you should have seen the 
psychology prot switch to business man, 
very embarrassed! He yelled for Paul, 
and asked what was the big idea 

Paul was the kid office boy, and as cool 
as a milkshake. “Airmails are the only 
stamps we have, Doctor,” he says, “I've 


tried for three days to get a postage 


arge 


The Doc yells for the secretary. She 
gives the boy a dirty look, but says sweetly 
“Paul must be mistaken. I've expected him 
to pick up the postage requisition.” 
The Doc leaves them glaring 

When we got downstairs, he starts to 
smile. “Couldn't happen if we had a meter. 
could it? And you can be sure a machine 
won't get mad at anybody. And probably 
improve our personnel relations! How 
soon can you send one over?” 


A postaGe meter will improve any 
company’s relations with the office workers 
who get out the mail! But, most offices 
use the postage meter for its efficiency and 
convenience, whether you mail ten letters a 
day or ten thousand! 

Like to know what metered mail could 
do for your office? Call the nearest 
Pitney-Bowes office. Or write 
direct for “So You Have 
No Mailing Problems? 


DESK MODEL!...The 
sa postage meter for 
uly! ...only a 


in vour phone 


stlampsand seaisma 


and « 


asses! u rife for 


descriptive folder...today! 


ew 
be 


sate te a na 











Leadina mail order 
Sellers Mobilize for 
powerful attack to 


MAKE§1950 A 
RECORD-BREAKING 
MAIL SELLING YEAR! 


tT a } ~ T "11 
In November alone, for Janu 

I mail 
rdered 


THE SECOND LARGEST 
VOLUME in 1412 YEARS of 
MOSELY MAIL ORDER LIST 
SCHEDULING EXPERIENCE 


MAIL ORDER LIST HEADQUARTERS 


Dept. R-12 


MOSELY SELECTIVE List SERVICE 
Mail Order ON ioaipunrters 


36 NEWBURY STREET 
BOSTON '6 
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Step Up Your Mail Results 
with RETURN-A-CARD Letters 


Return-A-Card Letters put a preaddressed 
order card or envelope at your prospect's 
fingertips and keeps it there until he uses it 
There's no chance of your card being mis 
placed no lost orders because of 
lost cards! 

THE CARD IS 
ATTACHED 


TO THE 
LETTERHEAD 
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RECENT EXAMPLES OF HOW RETURN. 
A-CARD LETTERS INCREASE RESULTS 
BY MAIL 


paigr tee 
Return-A-Card Letters cost no more than ordi- 
nary letterheads. You can make a Return-A 
Card mailing for as low as !'/; cents per set 
up to 3 cents per set depending on quantity. 
This includes a two-color letter with the 
Return-A-Card printed and atiached and a 
special window outside envelope to fit 
Write or call to see samples of these improved 
mailing pieces. 


Tested Sales Producers, Inc. 


131 West S3rd Street @ New York 19. N. Y. 
PLasa 7-8573 


Fhe REPORTER 
of Direct Mail Advertising 


n price 
rk 


Hoke 
HENRY HOKE, Faitor and Put 
FRANK FRAZIER. DMAA Fait 
M. L. STRUTZENBERG. 
HENRY HOKE, JR.. Advert 


BOAR 


EDITORIAL 


1949 


December 


How Direct Mail Can Help “Small Business” 


Go There Yourself 
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1600 DMAA Members receive The Reporter 


A portion of their annual dues pays for the subscriptior 
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SHORT 


NOTES 


DEPARTMENT 


@ Note to new readers: Use The Re- 
porter as a means of getting acquainted 
with the people who are doing effec- 
tive direct mail work ... also as a 
means of getting specimens and infor- 
mation for your idea file. Have a pencil 
handy while you read. In these “Short 
Notes.” for example, we try to h ghlight 
for you the best pieces, stunts or ideas 
of the month. Check the items which 
interest you the most. Give the maga- 
zine to your secretary with instructions 
for writing requests for pieces or infor- 
mation described. Notice that in most 
cases we give complete name and ad- 
dress. Most of those mentioned in The 
Reporter will be glad to cooperate with 
you. You. in turn, should cooperate 
when you or your work are mentioned. 
Be sure that The Reporter is on your 
list to receive samples of all the direct 
mail you release. That's what makes 
The Reporter an interesting and valu- 
able magazine. It is written by, for and 
about its readers. 


eee 


@ IF YOU WANT TO SEE a most beau- 
tiful booklet advertising art service for 
advertising . . . write to Raymond Luf- 
kin, 116 West C'inton Avenue, Tenafly. 
New Jersey. His 24-page 61/4" x 8/2" 
booklet is in itself a model of cood de- 
sign. And he explains an‘ illustrates 
his services in a most convincing man- 
ner. Get a copy... and enjoy a per- 
fect example of top-excellence in the 
graphic arts. 


eee 


@ WORTH HAVING ... is the booklet 
just issued by Howard Black, Executive 
Vice-President of Time Incorporated 
(Rockefeller Center. New York City). It 
contains reprints of the series of six 
double spread advertisements advertis- 
ing advertising . . . which Time and Life 
ren during an eight-week period and 
which Fortune ran as a portfolio in Sep- 
tember. This series constitutes possibly 
the largest campaign ever conducted to 
acquaint the public with the advantages 
of advertising . . . how it helps create 
the demand that boosts production that 
lowers the cost. 


DECEMBER 1949 


@ A CLEVER POST CARD SERIES is 
being mailed to advertisers and pros- 
pects by Industrial Equipment News 
(461 Eighth Avenue, New York 1, N.Y.). 
So far. we've seen six 4"x9!/." cards and 
each one is in a different foreign lang- 
uage—Chinese, French, Russian, Italian, 
Greek and Spanish—and each is trans- 
lated in English. using the same copy 
throughout the series. It’s a brief de- 
scription of the publication winding up 
with: “In my language Industrial Equip- 
ment News is still tops for economical 
advertising . . . good for selling . . . 
because ... used for buying.” A slick 
ideal! 


@ HOLY SMOKES... write right away 
to Glenn Gundell, Advertising and Pro- 
motion Manager of Saturday Evening 
Post. Independence Square, Philadel- 
phia 5, Pa. and ask for a copy of recent- 
ly issued “Post Merchandising Service” 
booklet. This, so far as we know, is 
the first time a national magazine has 
advertised and promoted direct mail, 
although some other magazines have 
offered similar services through their 
salesmen. The Post's 32-page booklet 
describes and illustrates how advertis- 
ers in the Post can use post cards, self- 
mailers, reprints. special letters, etc., as 
“an effective and inexpensive means for 
merchandising their advertising” to 
salesmen. distributors, jobbers, whole- 
salers, retailers . . . and even to con- 
sumers. The Post will handle all print- 
ing. addressing and mailing. Costs of all 
types of services are outlined. For this 
broadminded attitude toward direct 
mail, The Reporter awards to the Post 
its hypothetical but sincere Gold Palm. 


Incidentally . . . while going through 
this month's collection of direct mail spe- 
cimens received from all over the map. 
we were amazed at the amount of pub- 
lishers’ mail. Magazines and newspa- 
pers must be in the top bracket classi- 
fication of “largest users of the mail.” 
For promoting circulation and advertis- 
ing. And most of it is . . . well done. 
The New York Times seems to have the 
most consistent and aggressive program 
in the entire publishing field. 

(Continued on page 6) 


EAL PRINTER’S 


right in your own office 
AND YOU SAVE MANY DOLLARS 
IN TYPE-SETTING COSTS 


Now you con prepare your own origi- 
nals for printing by photo-offset or 
any other economical reproduction 
method. The result is pleasing legi- 
ble type-matter with even margins 
and correct spacings....a type com- 
position job any print shop would be 
proud of. Your typist does it....and 
your savings multiply with each 
job...from an office form to a catalog. 


HUNDREDS OF INSTANTLY 
CHANGEABLE TYPE FACES 


The professional appearance of Vari- 
Typing is the natural result of a 
wide choice of styles... Bodoni, Gara- 
mond, etc... with matching italics and 
in all sizes. Foreign languages, too! 


Fill in the coupon and 
> learn how to cut your 
printing costs. 
z 


RALPH C. COXHEAD CORP. 


720 Frelinghuysen Avenve 
Newark 5, N. J. 
Please send me Vari-Typer Booklet $ 36. 


Name 
Company 
Address 


City Zone State 
@@@@ THE ABOVE TEXT WAS VARI-TYPED. C8 @®@ 
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REPLY-O LETTERS 
will do your selling job 
© MORE EFFICIENTLY 
® LESS EXPENSIVELY 


NATIONAL ADVERTISERS SAY: 


elaborcte § broodsde 


return pestcord = en- 


Our Reply-O Letters An 
produce between 18% with 
ond 32% replies We closed produced 8% re- 
hove been able to trace turns. The Reply-O felle 

3 millions in business wp produced 24% fr 
trom on expenditure of seme fist 
$27 000 00 The Mothieson Alba 

Works, Incorporated 
New Englend Mvutvol 
Lite Insurence Compory 
Reply-O-Letter topped all records 
brought in the highest number of 
ontract dollars ever pulled by any 
etter we hove moiled ? 
nquries, twice the number we hove 
been cbile to draw by other forms 
# direct m 
F W. Dodge Corporction 


To save you time, send along the fol- 
lowing information when you request 
samples 

Frequency of mailings 

Average size of mailings 

Type of list. 
This information will enable us to 
answer your initial letter with helpful, 
understandable facts and figures. 


REPLY-O0 PRODUCTS CO. 


150 W. 22nd St. . New York 11, N.Y. 





| ABOUT OUR COVER 


O. L. Bettmann of The Bettmann Ar- 
chive, 2lla East 57th Street. New 
York 22. N. Y. very kindly offered us 
the print illustruted here as a pos- 
sible cover for the December issue. 
{t's a reproduction of an old woodcut 
by Thomas Nast. Mr. Bettmann, inci- 
dentally is the fellow who can supply 
you with illustrations from millions 
of old advertisements. 
But just as we were on the point of 
deciding to use something ancient 
. along comes Arthur Dobbs (of 
pie-cover fame. and now with Pace 
Press. New York) with a new type of 
art treatment for the “Spirit of Christ- 


mas”. We just couldn't resist it. 





PHOTOGRAPHIC TYPE COMPOSI. 
| TION is now here. American Type 
Founders have started selling their new 
| ATF Hadego machine. The equipment 
| oroduces photographic composition on 
| {lm in a simple. fast operation without 
|costly setting. make-up, handlinz, and 
storage of metal type and the pulling o! 
reproduction proofs. Twenty-three styles 
of well-selected type series are immedi- 
ately available. Special matrices for 
| setting music. trade-marks, borders. em- 
| blems and stock designs are also avail- 
| able. Photographic images ranging 
| from 4 to 115 points can be obtained 
with this new machine. Get details 
from your local ATF office, or from your 
lithographer. 


ee 


@ SPEAKING OF PHOTOGRAPHY. the 
rumor is going around that “someone” 
has “nearly perfected” a machine to 
address envelopes photographically 
from microfilm. Wouldn't that revolu- 
tionize the addressing business 

and cure a lot of headaches? We'll re- 
port further when. as and if detailed in- 
formation is available. 


@ A NEW “MONTH” CLUB has been 
| organized. U.S.A. offices of the Inter- 
national Gift of Month Club are located 
at 1331 Third Avenue. Seattle. Washing- 
ton but announcements, order blanks. 
etc. are being mailed from French 
Headquarters at 34 Rue Du Mont 
Thabor. Paris. For $6 for six months or 
$12 for 12 ronths, the Club will mail 
you or your friends a different surprise 
gift from a different country each month. 
It's explained: 

“Thru large scale purchases direct- 
ly at the source of production—elim- 
ination of all middlemen—and by 
virtue of the favorable exchange rate 
for the U. S. dollar. we are enabled 
to give values in each gift package 
far out of proportion to the small 
monthly membership cost!” 


Reference given 
Bank of Seattle, 


Sounds 
. First 
Washington. 


interesting. 
National 


eee 


@ TWO OLD FRIENDS of this reporter 
passed away recently. They will be 
missed. Arthur Walker. Central District 
Sales Manager for Harris-Seybold Com- 
pany had a fatal heart attack in San 
Francisco while attending the Printing 
House Craftsmen’s Convention. 

Wilbur Rowe Greenwood. Vice Presi- 
dent for Sales and Service of Pitney- 
Bowes. Inc. (Postage Meter) died sud- 
denly while attending the annual meet- 
ing of the Office Equipment Manufac- 
turers Insti‘ute. 


@ SCRUMPTIOUS ... is the only word 
for the 10th Annual Report of the Marine 
National Exchange Bank of Milwaukee. 
Designed and produced by Wetzel Bro- 
thers (Milwaukee) it raises the question 
of how deluxe a deluxe brochure can be. 
The heavy french-fold cover is titled 
“Through Changing Years” and is de- 
corated with dry embossed seal of the 
Bank. Cover is bound to inside contents 
with white silk ribbon. The thirty two 
two color pages are an artistic and 
typographic dream world. No black 
ink. Unusual uses of off color greens. 
blues and browns. A souvenir piece 
for your idea file (if you can get it). 


eee 


@ LOVERS OF GOOD LETTERHEADS 
should be interested in the “Second An- 
nual Letterhead Portfolio” released in 
the fall 1949 issue of “Permanized 
Paper” quarterly house magazine of the 
Whiting-Plover Paper Company. Stevens 
Point. Wisconsin. The portfolio contains 
six 81/,"" x 11” folded sheets on which 
are shown three distinctly different let- 
terhead sketches for each of six imagin- 
ary but typical businesses. All of the let- 
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terheads were reproduced directly from 
designers finished sketches. No actual 
type or reproduction proofs were used. 
An outstanding job . . . and a definite 
contribution toward better letterheads. 


@ A TRICKY MAILING which is rub- 
bing prospects the wrong way is being 
used by a chain of finance (loan) com- 
panies. A window in envelope reveals 
name and address typed on what looks 
to be a check. The corner card reads— 


Finance OerPr 


TREASURER’S OFFICE 

1301 OAK STREET 

KANSAS CITY 6, MO 
Looks very “official”. Inside ... the 
“check” turns out to be a dummy cer- 
tificate for $300 cash reserve “subject 
to usual credit standards”. printed on 
top third of 81/2” x 11” sheet. Under it 
a letter offering loans on automobiles. 
furniture etc. Some who received it 
from their local loan company (far away 
from Kansas City) think it a disgrace- 
ful misuse of direct mail . . . a too- 
tricky and deceptive way to get atten- 

tion. 


@ A PLACEMENT COMMITTEE has 
been organized by the New York Hun- 
dred Million Club. The purpose... 
to help employment companies, pub- 
lishers and large mailers find suitable 
applicants for direct mail jobs . . . also 
to help competent direct mail people 
fnd jobs. William Steiner. 11 Waverly 
Place. New York 3. N. Y. is Chairman 
of Committee. Write to him if you want 
the services offered. There is NO charge. 
It's a very worthy undertaking. 


@ Allerton H. Jeffries, president of Jeff- 
ries Banknote Company of Los Angeles. 
California. was elected president of 
Printing Industry of America, national 
trade association of the commercial 
printing industry at their November 16 
Annual Convention Business Meeting. 
It's a big job. The PIA is doing a big 
job. Good luck to the new president! 


DECEMLER 1949 


@ A NEW PORTABLE plastic binding 
machine is available to sales and ad- 
vertising managers, agencies, etc. for 
binding presentations, easels, catalog 
copy. photographs, charts, etc. Loose 
leaf sheets of almost any size or mater- 
ial can be neatly bound together with 
colorful plastic binding right in your 
own office. Device is simple to oper- 
ate. If interested you can get an in- 
formative brochure by writing to Gen- 
eral Binding Corporation, 808 West Bel- 
mont Avenue, Chicago 14, Illinois. 


eee 


@ TSK. TSK. TSK! One of the LARG- 
EST sellers of books by mail sent out 
a Christmas gift offer on a special 
Christmas letterhead. Lithographed 
scene, etc. They (and we don't have 
the heart to mention their name) forcot 
one very important thing. Nowhere on 
the letterhead or in the letter was the 
name of the company . . . although it 
did appear on order blank. But as de- 
tective Tom McElroy (who sent us sam- 
ple) says correctly: “We all know that 
every piece of selling material in a 
direct mail effort should contain the 
name of the mailer—the seller—because 
pieces do get separated once the en- 
velope is opened.” 


eee 


@ SHORTEST LETTER on record is one 
Bus Reed of Howell, Michigan uses as 
a follow up after he has sent eight to 
ten letters to an inquirer and nothing 
has happened. He types name and 
address, salutation, close and signature 
in usual form and in black ink. The one 
word letter is typed in red. It reads: 
“What?” 

Bus says it usually smokes out a 
reply. 


@ A STORM IS BREWING in the brew- 
ing and printing business of New York. 
The New York State Liquor Authority 
recently ruled to the effect that begin- 
ning March 1, 1950, no brewer may fur- 
nish to any retail licensees any trays. 
coasters, beer mats, menu cards, meal 
checks, paper napkins. foam scrapers, 
scraper holders. calendars, now per- 


mitted as point of sale advertising un- 


Continued on page 34 








SAVE TIME 
AND MONEY! 
TIE BUNDLES 
AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 
SAXMAYER 
NO. 6 TYING 
MACHINE! 


Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape, it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements. Write for il- 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in- 
dustries. 


DEPT. A 


NATIONAL 


BUNDLE TYER COMPANY 


Blissfield, 
Michigan 














How Direct Mail Advertising 
Can Help ‘‘Small Business’’... 


by J. M. Russakoff 


It'sa big business world, but it’s filled 
with hundreds of thousands of small 
businesses 

And a similar statement can be made 
For every Standard 


Oil, there are many thousand neighbor 


about advertising. 
hood filling stations; for every Macy's, 
many thousand corner variety stores 

Take a good look at these littl 
lows—these haberdashers, florists, drug 
pists, laundr es, electrical shops, Widget 
manutacturers, and the rest ind you 
don’t see much. For the most part 
they're almost beneath notice For the 
most part, they re not important except 
to small group of customers, and a 
smaller group of vendors. 

But add them up, and you get stag 
ering totals. Here are some figures tor 
the slide-rule brethren among us Xe 
tail outlets in the U.S. at the time of the 
1940 census, and probably considerably 
greater now, were 


under 1,800,000. The manufacturers 


t 


numbered at just 


and distributors’ total should br ny the 


figure to the 2,000,000 mark 


\s prospects for advertising, they 


1 , 
have been completely g’ored Dy 


tually everybody The major media 


annot he bothe red with the n. there 


And many 


ertising agencies are too Dusy 


ire Digger fish to try 


each other and their 15 

tion to littl prospects whose ind 
potential s small The letter sho 
tind it more profitable to solicit business 
trom larger establishments, already a 
quainted with the methods and tools o 


equipment sell 


advertising The 
their items cost 


more than these little fellows can stand. 


iren't interested either, 


Nor are the standard advertisi iw text 


, er . . 
books much help. They're too busy 


with principles, and tt 
I I 


he presentation ol 
i mass Of aj glomerate data that even 
top account executive cannot 


1 lifetime spent im servicing 
client. Ododles of comment and 

sis of a 4<olor double-truck advertise 
ment, but nary a peep on a throw-away 


that is all a little fellow can afford 


It’s not the exclusive fault of the ad 
vertising business that the little people 
yet such short shrift that’s the way 
they fare in every business, and it goes 
beyond that inte the realms of politics, 
the arts, and possibly even into nature 
tselt 

And that's bad, certainly in advertis 
ng. If we believe that advertising is a 
tool of selling, that it is an efhicient tool 
of selling, these little people are not 
naking tull use of advertising’s valuc 
in helping them grow, through making 
their present and prospective customers 
know of their services and wares. 

Some way must be found to help 
little business help itself and this can be 
justihed strictly on selfish grounds, that 
1 larger number of healthy littl busi 
nesses makes for a sounder economy. 

le to serve customers better, and 

y through competition, gi he 
public better value. 

We in the advertising business, in 
ill its far-flung ramifications, should be 
nterested in promoting com 


t means greater use of ad 


} 
seriously 


vertising, and ultimately, a greater vol 


ime ot advert sing 


Many small retail outlets are able to 
use advertising material and ideas sup 
plied by manufacturers. In the oil, 
automotive, and specialty fields, care 
fully executed ads, letters, printed mat 
ter of all kinds are frequently sold at 
less than cost by manufacturers, to en 
courage their dealers or agents to make 
generous use of them \ frequently 
found fault in much of this material is 
the over-emphasis on the manufac 
turer's brand or sales p:tch as expressed 


advertising—with inade 


quate attention given the dealer's needs 


in his current 


or problems. 

sut that still leaves us with the prob 
lem of what can be done for the inde 
pendent outlet which isn’t playing up 
a branded line on a “me-too” basis, or 
a small manutacturer or distributor 
the hundreds of thousands of forgotten 
business men—torgotten as advertising 
nen 


prospects by us advertisin 
Many of these people have 

scared away trom advertising, by 

ng large numbers tossed around freely 
n connection with large appropriations, 

others by the unintelligible jargon we 


have adopted so that we eventually 





J. M. Russakoff... 


REPORTER'S NOTE: Here's a real challenge 
for everyone connected with Direct Mail. 
loe Russakoff broached the subject several 
months ago. and ‘ asked him to 
write what might be a preamble to a series 
of helpful articles. Joe wants to know: What 
steps can be taken to help “small business” 
to use the mail simply and economically? 
Of course in Canada, the Post Office 
Department has a special division to do 
just that But in U. S. A. it's no soap. 
I ask all readers of The REPORTER .. . to read 
this article carefully. and then write us 
vour comments Do you have any sug- 
gestions for future articles on the subject? 
In case you don't remember . . Joe has 
appeared in The REPORTER before. He is 
president of Vanguard Advertising. Inc., 15 
Fest 40th Street. New York 16. N. Y., and is 
press relations consultant for both the Ad- 
vertising Federation of America and the 
Direct Mail Advertising Association. Joe also 
teaches advertising at City College and Pace 
College in New York 
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wind up talking to ourselves (this is 
really funny, for we ad men are sup 
posed to be able to tell our story in 
plain talk that everyone can under 
stand!), still others because the work to 
be done sounds too involved. 

The result is that we have missed the 
boat, bus or barge; but cheer up, there 
are a million more still available, ready 
to leave anytime an ad man or woman 
wants to help do some propelling. 


Trim Problem to Essentials 


It seems to me that the first line of 
thought to follow in helping the little 
fellow advertise effectively is to trim 
the problem and conditions right down 
to bare essentials, in other words, sim 
plify the situation for him. There is 
nothing so complicated or esoteric about 
advertising. Fundamentally, and for 
the most part, it’s still salesmanship in 
print, when you blow away the frothy 
hocus pocus that the experts sometimes 
surround it with 

How can the little business man ad 
vertise? How can he afford to? How 
does he start? 

Without trying to answer these ques 
tions for everyone, | think there are 
simple, fairly easy answers that would 
fit these forgotten hundreds of thou 
sands of potential advertisers. 

As a beginning, consider the type- 
writer. It’s a familiar-enough object, 
and certainly not exciting. Millions in 


use. Easy to operate, nursery school 


kiddies learn their a-b-c’s on them. 
But consider that with a single type 
writer a small business can begin ad 
vertising—if someone is willing to think 


a little and work a lot 


No Fortune Needed to Start 


Actually, the magic in selling 
can come out of a typewriter (yes, even 
a single old-f sihened 3-bank, 2-position 
machine) is almost unbelievable. Only 
a few days ago, I met a housewife who 
had built up a nice mail order business 
as a sideline in a period of 6 years 
It’s a nice side-line, for it paid her way 
on a pleasure trip to Europe last year, 
and is providing her with vacation 
money each year. She started with a 
typewriter, and 30¢ invested in postage. 
Today she runs advertisements in a 
number of magazines, together with 
considerable direct mail advertising 

The typewriter is most useful, obvi 
ously, in typing names on cards or en 
velopes, to a mailing list. For the little 
business with very few names to work 


on, it can be used to type individual 


ige 
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“why can’t our letters 
look as neat as this?’ 


“THEY WOULD, 
MR. BURNS, IF WE 
CHANGED OVER TO 
HAMMERMILL 
BOND!“ 
—a 














BOSS: 

“You mean we can moke our 
letters look better just by 
using different paper?” 


SECRETARY: 

“That's right, sir. You see, 
Hammermill Bond is so clean 
and snowy white that it makes 
any typing stand out and sper- 
kle. And it erases so well that 
even if | do make a mistake 
or two in a letter, | don't have 
to type the whole thing over.” 


BOSS: 
“That's very interesting. But how do you 
know so much about Hammermil! Bond?” 


SECRETARY: 

“Oh, | sent away for the sample packet 
they advertised in Time and tried it out 
myself. So | know from experience it 
really is a better paper.” 


BOSS: 
“That sounds like a good recommendation 
to me. We'll give Hammermill Bond a try!” 





Test Hammermill Bond _Free—in your own office. Whether you 
are a secretary or the boss, send for the sample packet of 
Hammermill Bond. See for yourself how much neater work atypist 
can turn out on this firm, glare-free paper. There is no cost or ob 
ligation except that your request must be written on your business 
letterhead, or on the coupon and attached to your letterhead. 


PMMERAGg, , § tors 
Wr BOND “Meas 


Companion papers for office use include Ham 


mermil! Mimeo-Bond and Hammermil! Dup!icator 


| Hammermill Paper Company. 1621 East Lake Road. Erie Pennagtvente 


Please send me—FREE—a sample packet of Hammermil! Bond sheets and a sample book 


Naeme__ 





Position 
Pease attach to or write on, your business letterhead) 





LOOK FOR THE WATERMARK IT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 





We don’t write copy .. . 


We don’t compile lists . . . 


MARY ELLEN CLANCY 


250 PARK AVENUE, NEW YORK 17 


st 46 ree? Plaza 9 


Addressing 


and ne or plates) 


Multicraphinge - Vimeecraphing - Mailing 











How Many DUDS 
Can You Afford ? 


‘ 
Ih 
SPECIAL LIST BUREAU 


WICtOn f DICKIF-RAYMONI 


80 BROAD STREET. BOSTON 10 








letters. From such crude beginnings, 
as the housewife just mentioned, and 
many others, important business firms 
have developed. 

About 25 years ago, a company today 
known throughout the land started with 
two men, both having steady day-time 
jobs, and their girl-friends spending 
their evenings at typewriters, addressing 
envelopes and typing individual letters 
to friends, relatives, acquaintances, of 
fering a product of which they had a 
value that could be proven. The work 
was hard, and monotonous, but it be 
gan to produce results. Today the day 
time jobs of the two men are with this 
business that started as an evening side 
line, the girl-friends are wives, and they 
are living happily ever after, in very 
comfortable style, thank you. As you 
can see, there’s also romance in this 
sUSINeSS too! 


The comp ling of customer and pros 


pect lists to be addressed on this type 
writer with which we start can be done 


n many ways, depending on the line ot 
business, location, and uses to be made 
of it. Common sense, accuracy and 
some ingenuity are about all that it 
takes to get up a good mailng list 
If the list is to be used often, or is 
large enough to warrant it, it may be 
practical to install addressing equip 
which can run through a list in 
and at low cost, both 
investment and mainte 
ince expense. In recent years several 
lanutacturers have designed units ¢s 
pecially for the needs of firms with 
small lists. These units cost less than 
1 typewriter, and are ideal for the smal! 


business enterprise. 


Consider Postal Cards 


For something to be mailed, the sim 
plest type of mailing is the U.S. postal 
card. This lowly mailing piece packs a 
powerful selling punch when used pro 
perly, with good copy, a sales message, a 
specific offer, printed or even individ 
ually typed and sent to a list that can 
use the product or service 

Most of us are prone to overlook or 
forget the postal card as an advertising 
medium, and that’s a serious mistake. 
It can and will do an advertising job, 


ly at lower cost than anything 


probab 
else. It can be used for a list of one, to 


as high as you want to go. If you use 


i Z 
the U. S. card, you are not even paying 
for the paper stock—where can you 
find a bigger advertising bargain for 
the little business man? 

When it comes to running off an ad 
vertising message, again it’s possible to 


do something for our littl: business 


look at the wonders that can be done 
with even the simplest hand-run dupli 
cating devices, such as the mimeograph, 
the multigraph, or the cardvertiser. If 
his advertising activity is too infrequent 
or inadequate to justify owning such 
equipment, work on such devices can be 
bought at low cost from nearby letter 
shops, job printers and planograph 


firms. 


Copy—tThe Plainer the Better 


The copy and art need not be fancy, 


$ 


need not compete with the elaborate 


} 


jobs turned out by bigger houses. In 


fact, for most purposes, the simpler, 
} 


plainer, clearer, the better—this treat 


ment usually brings greater sales, and 
that’s the purpose of the whole activity 

Let’s get down to fundamentals for 
these small business enterprises—put 
straight news in their copy, information 
helpful to th 
tures and lots of facts. Nothing hard 


r customers, specific tea 


You don’t need 
cess printing, nor McClelland Barclay 


about that +-color pro 


urt for that. You don’t have to be a 
Claude Hopkins to write that kind of 
copy. 

It always helps to have some sort of 
“gimmick” as a sales stimulant. This 
can take many forms, such as a prize 


the use of a 


contest, something free, 
premium with the purchase, and _ the 
like Progressive business men often do 
this, but fall down in not telling enough 
people about it And that’s where we 
come in, to enable them to cultivate 
their markets more so that they 
can serve more people. 

Direct mail in its many forms needs 
not be the only method of publicizing 
such offers. It could be something as 
simple as a few hand-drawn signs 
placed in windows or on counters, or 
nailed on a telegraph post near the 
Or wher 


ever you can reach people with your 


town pump, if there is one. 


message 

We are faced here with a major bus 
Iness proble m, as well as an opportunity 
to do something constructive. If we 
serious ibout democracy n business, if 
we want to help the little man to help 
himself, if we want our business com 
munity to be healthy and active, if we 
re ally b eve W hat we Say about adver 
tising helping business—then we must 
do something and do it soon. 

This should be a major project for 
the Direct Mail Advertising Association 
n 1950, for the Mail Advertising Ser 
vice Association, in fact it is big enough 
for the Department of Commerce to 


undertake on a national scale 


When do we 
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Got a problem 7 


© i it's sales promotion —relax— just bring it to— 


AHREND 


THE DEPARTMENT STORE OF DIRECT MAIL 


One source for 
all of your 
direct adver- 
tising needs... 
from sales- 


perfectly person 
field-tested dealer helps and campaigns 


clear multigraphing, mimeo and offset 


alized sales letters 


Preparation, production of house organs 


minded ideas 
through com- 
pleted on-time 
mail campaigns 


You can relax because no matter what your needs may 
be, the solution is at hand in our “department store’’ of 
specialized direct mail services. 


Whether you want to market a new product in selected 
communities or build dealer cooperation nationally .. . 
send out a personalized sales letter or an integrated long- 
term campaign . . . just call Ahrend. 


You'll have the peace of mind that goes with knowing 
that all operations concerning your job are directly under 
our control in our own plant of 40,000 square feet. 


If your problem is uncertainty as to just what type of pro- 
motion will benefit you most . . . you have our skilled 
merchandising analysts, creative writers, artists and pho- 
tographers to produce the most effective promotion for 
your purpose. AND at the same source, you have com- 
plete equipment for the production, printing and mailing 
of your made-to-measure material. 


Let D. H. Ahrend Co. take full responsibility. Phone or 
write Ahrend today . . . then just sit back and relax, 
confident that you'll get what you want when you want it. 


57 YEARS OF EXPERIENCE SERVING DIVERSIFIED INDUSTRIES 


33 NATIONAL AWARDS BASED ON RESULTS 


D.H.AHREND COMPANY 


INCORPORATED 


MUrray Hill 6-3212 


333 EAST 44 STREET 


NEW YORK 17,N. Y. 





go there yoursel 


a valuable check list for weaving believability 


into your copy, and some hints on 


what people will believe 





That's the trouble with you adver 


REPORTER'S NOTE valuable 
the 


addition the by 
letter writing fellows of Dayton. Ohio. 


Here's another : 
puys, will say 


average man 


like 


those 
They 
their 


to series of articles 


make a statement 
articles and all 
©. K. by us 
to be as 
Every 


insist on signing their 
creative work jointly 
long as the advice 

sound as what has appeared so far 
letter writer can profit from the ideas given 


Read 


the 


unsuspecting pub K 
as continues , } 
the truth half the time, | 


peopic 


reve you ~~ 


here carefully. , he wrong? 





the truth isn't hard, it 


2 , S ] ‘yl 
Re wmper « hell i (and were assum 


yas Station atte! . 
t is 


ind 


being read by honest 
t y \ tf 1 

rouox ressmen who 
ny customer. I I ' 


What's ee 


Golden 


more 


know their 


tells the 


truth 


advertising copy 

) , : : 
sped, invway yut telling the 
n your ha ul? 


j 


I C10 


r people will belie t 


here j 1 
cr colored horse. 


ex<ustomer and 


Sometimes People Won't Believe 


(Another tem 
When 


came 


num pans 


copy writing 


out, 


j 


rood 


tirst 


ng pans 
1 they d poson 


AN YOU 
De 


R 


COPY, w 


want 


aluminum 
with the 


wouidnt 


h 


you Ws story 


luminu n 


a 
D 


NOUSE WIVES 


tood 

ADER'S : Did 
second ri the hardware 
Not on you 


d that convince 


PALK THI beat a path 
GUAGI 


} | 
Wore ! 1 


t 
Lumimum 


store to get 
It took years 


Alu 


to throw 


rstan 
nt 


TOSS 
nissiona;rics used 


es ind cook retreshments in 
I ed. 


to yet their story belies 


ol uu 


immoniate 1 powder 


s your problem, too, whenever you 


. er 
nake peopl particularly when vou 





hat to 


\lways trying to put something 


you 


ng 


Tracts) 


ve it s i 


by 
john and bill yeck 





write to prospects to people who 
have not yet accepted your story as truc 
(as true enough, that is, to make them 
old your 


is, it 1s new to the man who hasn't 


buy). Regardless ot how 


story 
used your produce. How are you going 


to convince him? 


Non-advertising men seldom realize 
how hard a job it is to tell the truth in 


1 way that it will be believed. Even 


’ , , 
salesmen—because they frequently carry 


samples—don’t realize it. Only those 


salesmen who sell “intangibles” face 


what the direct mail man is tacing every 
day. “How can I get people to believe 
the truth? 

The first step is NOT 


“Scientific evidence,” 


“scientihic evi 
testimon 


all 


n getting 


dence 
ials, success stories, guarantees 
ahese things 
igreement, but they do not come first 
“the 


are important 


Testimonials have been called 
strongest type of advertising there is,” 
but stacks of testimonials a foot high 
ll tail 
testimonials 
The 
WANT 


People cant 


“ when readers don't believe 


the 
first ) 


$ to get prospects to 


to believe you. 

bothered 
They 
lieve their triends and people they trust. 


They 


be by trying 


only 


: 
to believe everybody. be 


trust people they've never met 
(quite frequently, we might point 
advertising) and they 
House 


Crenera 


because of 


those people 
trust 
tric. Millions more believe in Gen 


relieve 
n this country 
Elec 
eral Foods. When they have a choice, 
they buy G. I 

Years 


ol 


Mac Manus, 
said, “The 


is to convince peopie 


LO, Theodore F. 


one advertising'’s “greats 


real job of copy 
that the man manufacturing the 


an | 


prod 


uct is ronest man and that the prod 


uct is an honest product to be preterred 
ibove all others.” 
In other words: Get people to want 
peo} 
to believe you. 
How do Well, the 


you do that? 


THE REPORTER OF DIRECT MAIL ADVERTISING 























Let FREE Plates Prove 
Your Sales Letters 
Look BETTER, 

Get Out FASTER 


ne grain” sur 


ithogrophic 
etters 


its unique 
e resembles | 
okes your ' 
eye-oppeo!! 


fac 
stone, ™ 
sporkle with 


With Plastiplate you can turn 
out sparkling direct-mail letters 
that really sell. Faster, too, be- 
cause Plastiplate, both photo- 
graphic and direct image, is 
easier to prepare and print—and 
with less cost—than any other 
offset duplication plate. 

To prove Plastiplate’s superi- 
ority, we will send you sample 
plates absolutely free. See how 
Plastiplate meets all your direct 
mail requirements. Just send us 
the coupon today. 


gn TIME-SAVING + CONVENIENT - ECONOMICAL % 


DEPT. 41? BRIDGEPORT 1, CONN. 
My duplicator is a 


Mode! No.__ 
) Photographic 





Send me free Plastiplates 

© Direct image 
typewriter 
© carbon paper ribbon 


| use @ 
anda 





cloth 


Nome 


Firm 


Address 


Remington Rand Inc 
_——— rt. tr tt tT. 


advice is the Shell 
“Go there your 


first broad piece otf 
Oil ex-customer’s 
self.” 

Go, mentally, to your prospect’s place. 
hoes. Understand him. 
Say to yourself, “If I were on the other 
end of this letter, would / believe it.” 

Naturally, you lively imagi 
nation for this “test,” but if you don’t 
have a lively imagination you shouldn't 


Slip into his s 
need a 


be writing copy. 
thas Next 


tune you write a letter, 
mail it 


envelope 


and 
“eer 
blank 


a letterhead 
Use a 
tell tary to put 
(this 
that your 


« our sect 
pertumed ones on] 
ms are such 
perfumed enveloy 


v th 


Go there yourself. 


But a football coach who only slapped 
his boys on the southern exposure and 
“Get in fight” 


woulda’t be much of a coach. A good 


yelled, there and 


football player needs more than a fight 
He know the 
technique of football and your 


ing must also 


Spirit. 


copy’s “believability” will increase 


] 
you follow a few simple rules. 


PEOPLE WANT TO BELIEVE 
THEIR FRIENDS: So copy should be 
This is 


“write 


written in a friendly way 
what folks mean when they say 
Heavens, if some people 
talked, they'd have 20 


to one page 


as you talk. 
wrote as they 
and “ers” 
But 


That means no scolding. 


pages ot “ahs” 
of the copy everyone can write 


ric idly. 
No “stuffed-shirt-and-down-your-nose 
copy 


Light writing. Years ago, some 


one verse 


said it in 
aati , 


Po J 


and easy 


1 


Sure enough, it makes people want 


you when you re friend y. 


wheve 


PEOPLE WANT TO BELIEVI 
THFIR “FELLOWS.” If we were 


: : , ' 
high-falutin’ psychologists, we'd prob 


ably say: “people tend to believe those 
who place their arguments in a familiar 
frame of reference.” We aren't, so 
we'll say only that it helps when you 
talk hog-talk to a farmer. Max East 
man, in a preface to one ol his better 
books (Max kinds), 
said, “People don’t want to know about 
new things. They want to know more 
about things they already know some 


writes two has 


thing about.” 
So, if you can start with a common 
bond, if your readers can immediately 
agree with your first statement, if your 
appeal is based on phrases they've heard 
before or situations they remember, . . . 
They'll want to believe you. 
The common touch is no common 
thing. 
common 
in common 


man 


mean “uncoutl It means 


shared -b ami =the 
wk othe 


world 
orld, 


You Should “Tell All” 


Blue pencils are wonderful things. 
Most copy is too long when first written. 
Sut who 


scream “short copy.” 


don't be fooled by those 
They don’t mean 
it, else the ideal letter 
“William's Widgets. 89¢.” 
Webster 

Short 


pleteness.” 


w“ ould Say 
Let’s check 


“trequently suggesting incom 


Concise: “implies clean-cut brevity 
due to excision of the superfluous.” 
You copy 


should be concise, 


see? Your 
Far from 


h, ha! 
not short 
being short, it should “tell all.” 
that you should 


your —_— 


This doesn’t 
tell all you know 


mean 
about 
though 
It does 


n every single piece of copy (a 
ght not hurt, at that.) 
believed 


that m 


mean that . . to be 


you must tell all that the 


to know 


you 


reader needs 


J 


n order to reach the conclu 


You 


con 


sion want him to reach. 


can't skip anything you want 


viction. Readers won't believe you 


they can't follow you every step of 


ot the way. 


The Wish Is Father to the Thought 


People want to believe what they 


want to believe That's why advertis 


ng people talk about “basic appeals.” 
& peo 


If you can show how your product 


answers the basic needs of an individual 
(such things as hunger, fear, love, per 
sonal comfort, etc.) or the basic needs 


of a business (make money, save mon 
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ey, improve personnel relations, etc,), 
you promote “believability 

This 1s especially true if you follow 
with the “proof” (through testimonials, 2,000,000 names of government 
tests, etc.) . . . But first, you should : 
tell your prospect that your product employees with home addresses 
can help him do the things he already now available 
wants to do. (This angle is carried to 
ridiculous extremes by some perfume Write for descriptive cards 
and soap makers, but that won't hurt 


you if you use it carefully ) 


Even More Specific Judustrial List Bureau 


When you're checking on your own 


<opy, You TT find these specific measures | 45 ASTOR PLACE GRamercy 5-3350 NEW YORK 3, N. Y. 


of “believability” valuable They're 











almost always true 
Figures hel; se fi wher rr SERB RB SE SSRSR BRB Re eeaeegesaeasanaagzsaaasnaae 


“Required Reading” 


for Direct Mailers 


SERB BS 2 88 88 Sega Ru RB Bee a 88) 


Graphic Books, Inc. 


17 East 42nd St.. New York 17, N. Y. 
Phone MUrray Hill 2-7424 


Bell Book 


nk 1 are 
Know your 
facts .. then write, sincerely, from 


1OW SIICK 


oe 3 iat 
. “© 
Know your problem 


Hoke Book @ 





your customer's point of view. Put 
Carr Book @ 
vourself in his shoes Wor OOK (€C 


How te become @ letterwriter im one easy | 


“Go There Yourself’ 
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THIS IS ADMAA BEST OF INDUSTRY AWARD WINNER FOR 1949 


INDUSTRIAL CAMPAIGN 
SELLS PROSPECTS, TELLS DEALERS 


by James M. Stewart, Contributing Editor 


serics 


This is 


describing a 


the second in the 


irticles 1949 Best-ot ( 


dust Direct Mail Contest winner 


Decembe the I rank (; Hough Con 


pany, Libertyville, Illinois. 


try classification—capita 


road building, constructron 
il-handling equipment 


But betore we delve into the details 


} 
ot Hough s pr ze winning direct mau 


ngs here’s some vital background 

, _ a 
on the company. Originally, Frank, G 
Hough Com 
" 


drauln shovels tor 
\llis-Chalmers, 
Ster, et \t 


nV manutactured hv 
arg 
. ! 
International 
the 


present t 


is just as lelin because 
of Hough's business P 
I material 
Pavloaders Alth 


h ! rdle 


yber-tired 


International Harvester, Caterpillar, ‘ 


und Tr 


ersa there 1s a cor 


ixcavator cannot and Vice 
siderable amount 
* competition here 

Hough units 
$3,600 to $12,000 with a verv 
| 


spread 


range in pr 


marke many types 


dustrial plants which handle bul 


, 
erials il 

struction w« 
iting, earthmoving 


| 
il-handling tasks 


Last Year's Campaign 
In 1948-1949, 


noo 


Hough's lirect ma 
] 


constituted 


yhbout 


1 


r overall advertising and 


on appropriation 
ippropriation covered 

and regional publ 

buvers 


ncluding 


und manuals) (2) direct mal 
’ ' ' 

saics terature including catal mrs. Spx 
heets, et 4) 


Adve rtising 


1ob studies 


sales hel 


let 
news I¢ 


hication 


such as Preview 
t mak 


ers, layout and plate 


distributor 


} 1 
issified tele ph me listing 


ng tor advertisements 


and 


rom 


(5) 
seshahs 
publicity 


wall posters, photographs, 


6) a wide and 


program 


a demonstration and ‘trade show 


program involving several major na 


tional trade shows. 


Results 


As of October Ist, direct mail leads 
directly responsible for 57 sales, 
t] that 
onsiderably larger proportion came 
When the price of 


($3,600-$12,000) is 


there are many indications 


n this source. 
“Pavloaders” 
. it seems obvious that the value 
program far exceeds the costs 
olved 
Says 


W 


Probably our most cherished “proot 


j = : Ravmond 
idvertising manager Kaymon 


ygers, 


ve results of our program is a letter 


one of our largest and best dis 


yuutors which states ‘three out o 


ur prospects you torw ird to us even 


Vy are saics 


Objectives 


Hough $< 


he onpjectives o 


two-fold 


Ad. Manager Raymond P. Wiggers 


Mr. Wiggers explains, “Since many 


of our distributors, because of our past 


issociation, are International Harvester 


distributors they are more adept 


, 
ut selling in the construction market 


ire more prone to overlook our 


small model, which is 


in the 


in excellent one 
' 
market Becat Se ol 


had to 


more 


ndustrial 
this we have stress industrial 
than we 
. to build 
in the distributor's mind the reali 


good 1 arket 


1 
ipplications heavily 
, ; a 
might ordinarily have done 
up 
: 
industria 


ration that a 


xists.” 


Direct Mailings to Prospects 


In practically all of Hough's prospect 
umed promotions .. . the predominant 
Photos 


carry 


feature is “application” pictures 


showing “Payloaders” loading, 
ng. dumping and moving chemicals. 
sand, salt, asbestos, fertilizer, glass 
ind even pigs (see below) 


One 


pair of self-mailers is titled 
Materia Handling Bottle 
Opens up to an 11” x 17". red 
with business 
First fold 
has illustrations of the different models 


ind black broadside 


reply card tipped-on inside. 


ind inside 8 case history “application” 


pictures with copy that tells, in terms 
how 
owner. For 
HA’s Save 

headline 


of time saved ind costs-lowered, 


1 “Payloader” profits its 
example “3 Model 
6+ Manhours a Day” 


st one. Here's the copy 


limestone and ke 
Each case history has enough differ 


ent situations to allow the reader to 
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make a comparison with 
problem. 

Of the pair ot broadsides, one ver 
sion was mailed to foundries on!y, with 
llustrations and data on “Payloader™ 
ipplication in that industry. And the 
other was sent to miscellaneous in 
dustrials having loose, bulk materials 
to handle 

Economy was obtained in producin 
the two versions "vy confining the 
changes only to the black plate of the 
inside spread. It contained all the 
pictures and most of the copy. The red 
plate was identical f } \bout 
20,000 were mailed but resu not 
vet available 

Probably the most 
ng piece based on inquiries and sales 
was the attractive broadside-self-maile 
titled “Production Rides on Rubber.” 
It was sent to 86,683 names 
duced 388 inquiries 
n 21 sales totall ng 
8 months after mailing 

Also in red and black. and offset 

this 17” x 22” broadside shows 
varied applications of the machines and 
sites where used \ reply-card was 
tipped n. ( opies ot this 
ilso sent, unfolded, to all 
for use as wall and window posters 
n their showrooms 
When Houg 


new 4-wheel « 


h 
Ir 


i large, 22° x 40 t-mailer was sent 
to 62,700 potential users and 255 
replies were received ask ng tor tur 
ther information Again, distributors 
were asked to post opened copies on 


their walls 


Booklet 

For a change of pace, Raymond Wig 
vers decided to yive a personality 
the smallest ind most popul if mod 
the line ° and so came out w th 
12-page booklet titled I Want To 
Work For You.’ The Model HA 
*‘Payloader™ is animated in this smart 
looking two-color, t x 7 booklet. 
Comments on the booklet from Pres 
dent Hough on down the line to the 
distributors and salesmen were mes 
flattering. But results of a 10,000 test 
mailing didn’t back up this confidence 
Adman Wiggers belie he lists used 
were probably responsible tor the poor 
showing so more tests will be 


n ide. 


Job Studies 
The Job Studies are a series of 8 
x 11", 4-page, 2<olor folders that tell 
the part played by Houg! 
cific company in an industry 


( 
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verusing department visits the actual 
plant to obtain data and photos, then 
the story is OK'd and approved by the 
customer before publication 

Each Job Study is merchandised ¢ 


the specific industry concerned by an 


" 
ustration and mention in business 


paper advertising for this industry 
Sometimes copies are offered in teaser 
letters. Copies of these Job Studies are 
ilso sent to distributors to help make 
them familiar with “Payloader” uses 
and performance and to stimu 
n their efforts to 


contact and sell similar industries in 


late and help them 


their territories. 


The “Pig Letter” 


Whenever a_ suitable newsworthy 


photo and story of “Payloader™ appli 
cation is available, it is used with a 
processed letter and reply « 

serves as a change of pace ma 

promote interest in the machines; to 
yet inquiries for distributor follow-up; 
to verify names on the Hough mailing 
list: and to obtain individual names 
t where 
| 


ind tutles for the mailing lis 
only plant name and address are ava 


ble on the exist ny list 


One of the most amazingly successtul 
has been the “Pig Letter.” It was 
— ee ly 1539 Fertilize 
nitialiy sent to only 5 ertiuizer 


prospects, has brought 118 inquiries 


(7. ) and has resulted in 10 sales 


totalling $39,940 months after 


mailir 

It was simply a multigraphed letter 
with a photo of a couple of I 
carried in a “Payloader” 


reply card. Here's the letter 


Job Study—simply hill out and mail the en 
sed prepaid card 

Yours very truly, 

(signed) Raymond P. Wiggers 
P.S. Would you like to know more about 


igs Just check the enclosed card 


Incidentally, the same letter will 


soon go to other industries. 


Ad Reprints 


Here's a sample of periodic direct 
mail letters sent to retail coal dealers. 
It goes along with a reprint of a trade 
and features a “Payloader™ 


model special for their held. Here's 


paper ad eee 


a sampic 


Busy Every Minute 


cutting this letter short 


time to read the attached 


PAYLOADER advertise 


Direct Mailings to Distributors 


Since Frank G. Hough Company's 
distributors also carry other manufac 
turer's lines, Hough products must com 
pete tor the time and effort of the dis 
tributor’s sales staff. Therefore, it is 
necessary to do an aggressive and con 
sistent job of selling the value and 
potential of the Hough line to these 
organizations. 

While Hough’s representatives call 
on them regularly and carry out part 
of this important function . . . direct 
mail carries the heaviest burden of 
Here's a list of some of its 


issignments. 


the job. 


Kee ¢ ’ * Hough bef 


Hough national 


ising is being done 


Mak udvertising material 


) us 


ments 
g poli 

m them about the markets, sales 
rtunities, advantages and mechan 


il details of new models 


The three-fold purpose of the follow 
ng pieces is to keep these dealers in 
formed, enthusiastic and productive 


Some of the Pieces 


The “Advertising Preview” is an 
orange, mimeographed sheet that is 
mailed to the distributors every 4 to 6 


ecks. Tells Hough's 


advertising 


plans, what promotional material is 
available tor local use, hints on tying in, 
how to get more local publicity, etc. 

\ similar job is done by sales mana 
yer C. E. Killebrew . with his 
“Sales Potential Bulletin. Sent out 
each week or so to remind the local men 
ot the “Payloader”™ line. 

\n interesting section in Hough's 
S-page house magazine is devoted en 
urely to distributor's interests. Gives 
them credit for accomplishments, pre 


sents sales ideas and creates a lot o 


yood-will 
Lists 
In 1949, under the guiding hand ot 


Hough 


buying outside lists and started a master 


admanager Wiggers, ceased 


company list to be maintained in their 
ofhces 

The lists were obtained by getting 
distributors to cull their own lists for 
possible customers and forward them to 
Hough. They have been classified as 
to industry and put on Addressograph 
stencils. Simple addressing is handled 
at the Hough offices . . . but fill-in 
letterheads are processed by a letter 
shop. At the present time, there are 


about 50,000 names on the list. 


President Says. . . 


When asked his opinions on his com 
pany’s direct mail efforts . President 
Frank G. Hough had this to say 


“Direct Mail has always played 
important role in our merchandising 


plans and this year’s program has been 


an 


indicative of our “all-out” effort to give 
our distributors maximum promotional 
support 

We are not only pleased with the 
impressive quantity of direct sales made 
from this form of advertising but we 
are particularly impressed with our 
distributors’ favorable reaction to our 
efforts. We find that it pays to keep 
our sales organization advised as to 
the extent and details of our support 

in the form of increased sales efforts 
and more adver 


tising. 


lox ally sponsored 





@ OUR OLD FRIEND Henry Obermeyer, 
for many years director of advertising 
of the Consolidated Edison Company 
of New York. recently resigned to be- 
come vice president of the Bozell & 
Jacobs Advertising Agency. with offices 
in New York City. Bozell & Jacobs is 
advertisiny or public relations counsel 
for more than 80 electric power com- 
panies in the United S‘ates and Latin 
America. Henry has been prominent in 
organized advertising and in the public 
utility industry for more than 25 years. 
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@ report on 


by a. m. sullivan 





REPORTER'S NOTE: “The Old Peddler” mail- 
ing of Dun & Bradstreet has received wide- 
spread publicity. A convincing demonstra- 
tion of the fact that intelligently planned 
and timely direct mail can get a readership 
far in excess of the original list. W + wanted 
to get some of the background fcts, so 
asked “Sully” for the story. Here's his 
report. It makes interesting reading. It 
may inspire some of you to create an equally 
successful public relations job for your 
company. 





} f 


Early in the spring of 1949, Dun & 


realized that the retailers 


| 1 a deter 


Bradstreet 
of the country were 
mined reluctance f heir shelves 
with merchandise, larg as a result 
of a bitter experience of the previous 
year. This infection of short ordering 
spread rapidly throughout the country 
ind caused repercussions among whole 
salers and manufacturers; so much s 
that a business paralysis was in pros 
pect. The term “inventory depression” 


was being heard all over. Stores were 


should 
have been ordering a gross. Pinch 
buying by distributors was fore 


ing manutacturers to do warehousing 


, 
ordering a dozen where they 
penny 
for them on seasonal and normal orders 


The whole situation was as 
as it was dangerous. Psychologically, 


ludicrous 
the event could create a serious depres 
sion. 

Here is where the “Old Peddler 
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‘the old peddler’”’ 


mailing 


came upon the scene. In April, a litho- 
graph letter, “You can’t do business 
from an empty wagon” was mailed to 
Dun & Bradsteet prospects and created 
considerable attention and inquiry; 
but it was not until the litho letter was 
enlarged to a five-color card with spe 
cial text that it created the most impact 
on the eye of the recipient. The copy 
was aimed at dispelling the uncertainty 
which froze orders at the retail level. 
It read: 

n't Do Business 

Empty Wagon! 

THE OLD PEDDLER, once a mainstay of 
United States, knew that 


under 
d out 


His wagon creaked 
housewares as he starte 


und —sratt! hor emp by 


sumec 

roach t 

enny bu : ‘ when a 

neeled i ind exnensive 

ind con 

eate suspicion 

merchanclise 

nvites at 

Inventors ar ngcrous when thev are 

result of wrong selection or poor timing 
xl management means sufficient st 


er the lay ' sonal needs 


Buy wisely, but confidently Buy your 
known requirements and benefit by estab 


shed quantity discounts. Act as if you knew 


u = =6were going to be in business this 


ir, next year, and the year after. 
‘ 


Stock and sell. Don’t let the dust gather 
on empty shelves. You can't make a profit 
wirhout a Sale 

The Peddler was mailed 
Bradstreet subscribers late in June. The 
effect was immediate and nationwide 
The first printing of 76,000 cards was 
rapidly increased by reprints to 440,000. 
The five-color litho letter was reprinted 
in a number of additional quant'ties 
until it reached 390,000. The black 
and white text has been reprinted 
where it now stands at 650,000. More 
than 2,000 photographs of black and 
white prints have been distributed for 
trade daily newspapers and 
various other purposes. Large displays 
were made for use in store windows 
One manufacturer 5,000 of 
them for his dealers at his own ex 


to Dun & 


papers, 


framed 


Several newspapers and radio 
Peddler 


and repeated his words of advice. Sen- 


pense. 
programs discussed the Old 


ator O'Mahoney asked permission to 
read the text into the U.S. Congress 
ional Record for July 18. Many of the 
apparel makers’ salesrooms were de 
corated with blow-ups of Peddler. 
Framed 
copies are encountered frequently in 
sales offices in all lines of business. A 
minister of the Gospel in Dayton, Ohio, 
gave the Old Peddler to his congrega 
tion, and used it as text for his sermon. 

Dun’s Review reprinted the “Old 
Peddler” as a cover on the July issue, 
with an editorial notice offering to 
send a copy to those requesting it. De 
spite the fact that the 
covered in the original mailing to sub 
700 additional letters were 
Dun’s Review with the 
numerical requests totalling 30,000 
More than twenty trade associa 
tions have requested copies tor conven 
tion meetings at New York, Baltimore, 
Grand Rapids, New Orleans, St. Louis, 
Los Angeles and San Francisco. Many 
| advertisers have purchased 


several of them in full color. 


same list was 


scribers, over 


received by 


copies . 


national 
space to reprint the illustration and text 
as a public service. Domestic Engineer- 
ing devoted sixteen pages of its August 
“Old Peddler” and repro 
duced him in full color on the cover. 
Another company is using the Old Ped 
dler idea as a sales promotional moving 
Several concerns reported get- 


issue to the 


picture. 
ting business direct from the use of the 
“Old Peddler”. As of Nov. 1, the de- 
mand for this piece still continues at 
the rate of 100 inquiries, totalling 4,000 
copies a week. One hundred and sixty- 
five concerns have reprinted the Old 
Peddler at their own expense 





out increasing the 


beating the squeeze 


on lists and mailing 


by john gumtz, allis-chalmers manufacturing company 





REPORTER'S NOTE: 
report on how modern equipment 
revamped record system resulted in greater 
without increasing the staff. It 
us by John Gumtz. Super- 
Advertising & In- 
Allis-Chalmers 
Wis- 


Here's an interesting 
and a 


work output 
was written for 
visor. Circulation Section. 
dustrial Press Department of 
Manufacturing Company. Milwaukee 1. 
consin. 





During the period immediately fol 
World War II, the 
Allis-Chalmers 


idvertising and industrial press depart 


lowing the end of 


circulation section of 


ment was so sw amped Ww th demands 


tor its service nat it bogged down per 
cept bly 

> 

\eason for shortcoming was not 
urd to find. The beating which the 
svect'on’s equipment had been subjected 


resulting 


The 


to dur ny the war years was 


n decreased overall efhciency pro 
vem was to modernize operations W th 
he personnel or amount 
t occupied floor space. 
machines again 


When 
} 


iv ulable . mode rn high speed units wer 


new became 


nstalled and a revamped system for 


‘ 
} 


nore eftective naintenance of manning 


lists was inaugurated As a con 
sequence his double pronged pro 
h work is 
being turned it with the same size 


1 


tram, Twice iS bua 


r 18 


Che section’s tunction is to prepare 


or distribution sales bulletins, price 


helps, internal publi 
cations, circular letters, and other litera 


sheets, dealer 
of the firm's general machinery 


In addition, it reproduces by 


ture 
d Vision 
mimeograph and offset a considerable 
this Actual dis 
patching of it is done by the company’s 


portion ot material. 
nailing department. 

New equipment added consisted of a 
Model 1975 fully automatic Addresso 
graph with 48-point system. 
1 Model 3425 
\ddressograph with 48-point selector, 
Model 6383 Graphotype. In 
iddition, all mailing lists were changed 


selector 
automatic-manuel teed 
ind a 


over trom a Type C toa Type CE plate 
necessitated 
Addresso 


a worn out Model 2700 and a 


The plate changeover 


he replacement of only two 
yraphs 
Model 3400, both equipped with a 24 


which 


idequate for any complete breakdown 


point selector system was il 


ot the company’s growing mailing list 


of some 150,000 names. Existing cab 


nets were altered to accommodate the 
Type CE plates by merely replacing the 
ling drawers, and the section’s other 
Graphotype was also adapted to emboss 
the new plates 

Even though the section had sufficient 


help, emergency mailings prior to in 


stallation of the new system and equip 
nent made it necessary to send out some 


2,500 plates each month for embossing 


Lack of adequate facilities was re 
sponsible 


And it 
, 


, 
was undesirable, because it meant spend 


for this procedure 


ng approximately $75 a month for plate 


embossing. Under the circumstances, 
the added Graphotype paid for itself in 
ess than a year and a half. 

Along with the new equipment, re 


orms in maintaining the mailing lists 





A corner of Allis-Chalmers’ circulation 
section during addressing of the com- 
panys “Views.” internal employee 
paper, which represents the largest 
single mailing for the section—500,000 
pieces a year. The fully automatic 
Addressograph in the foreground han- 
dles some 3,000.000 pieces a year. 
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were instituted. The widely diversified 
mailings are made over lists broken 
down into four primary classifications, 
namely, 1) General employee, 2( Inter 
nal sales and supervisory, 3) Customer 
and 4) Dealer. Keeping each of these 
up to date presented its own problem 
In no case was it possible to achieve the 
kind of 


handle 


accuracy needed to efficiently 
the distribution of company lit 
erature. Spotty follow-through control 
was largely responsible for making these 
lists inadequate. 

To remedy this situation, the general 
employee list was scrapped and a com 
plete new one drafted by the employ 
ment ofhce. This was checked against 
the payroll record and broken into sex 
tions to correspond with the company’s 
organization setup of works, district 
ofhces, shops and office. 

As a means of accurate identification, 
social security numbers were added to 
ill information, including the address 
ing plate. To insure proper additions 
ynd deletions as changes occurred, a 
duplicate of the rate card, which is sent 
to the payroll department on additions 
and terminations, is forwarded to the 
circulation section. Confidential infor 


mation, however, does not appear on 


the circulation section's copy of the card 
This use of the card has helped to cor 
rect most of the difficulties encountered 


nm maintaining internal mailing lists. 


since transfers are made official by its 


use 


Customer and dealer mailing lists 


have been made the responsibility of 
the district offices and the departments 
Since 


maintained in the hands of the 


concerned. catalogs, accurately 
customer 
can help the salesman materially in do 

b, the district offices now keep 


ng 
ing 


i] card file on all individuals In their 


territories who have been placed on 
their lists. 

Each card includes a record of all th 
material each individual receives. Coy 


es of this file are carried by the sales 
men when making their calls and they 
are responsible for keeping the hom 
fully informed of changes in 
personnel and transfers of books. 
ncreased capacity of the new equip 
I 1 capacity of th ] 
ment has excluded practically all over 


office 


work—during the 18 months be 
he new 


time 
installed 
and it 


mac hine s 
S00 


tore t were 
totalled 


h is resulted In seve ral thousand dollars 


this ibout hours 


savings in money previously paid to 


£ 
outside suppliers of these services. In 
accurate mailing 


have 


addition, the more 


lists and addressing machines 


drastically cut the company’s | 


due bill and reduced envelope mailing 


piece wastage. 


ADVERTISING 





bring your layouts to life: 
print on INTERNATIONAL 
TICONDEROGA OFFSET 


Here’s the good report about Ticonderoga Offset: 

Quality — surface sized; tops for offset lithography or sheet-fed gravure. 
Reproduction — clear, color-true; has a real affinity to ink. 

Economy — especially dependable for long runs where uniformity is a prime need. 
Specify Ticonderoga Offset, and get all 3 advantages in this No. 1 offset paper! 


nternational Paper Company, 220 East 42nd Street, New York 17, New York 


i INTERNATIONAL PAPERS 
- — for Printing and Converting 


= 
a 7 
GS AIMS BONDS. a 





tests on postage 


Tests Show Metered Mail Usually Gives You Most 
Value For Your Direct Mail Advertising Dollar 





REPORTER'S NOTE: 
ing questions . « om the relative pulling 
power of the various classes and types of 
postage. It's good to have some new figures 
and case histories on the subject. 
Pitney-Bowes. Inc.. Stamford. Connecticut 
has just issued a new and valuable booklet 
How to Increase the Prestige and Pulling 
Power of Your Mail.” 


People are always ask 


It is pure'y promotional but includes 
some worth-reprinting factual material. You 
should have entire booklet. but here are 
some highlights. Note especially the careful 


and fair conclusions. 





The table on this page presents the 
wverage over-all conclusions regarding 
the relative effectiveness of ditterent 
types and classes of postage, based on 
results of hundreds of mailings reported 
to Pitney-Bowes by independent direct 
nail advertising agencies and by mail 
isers OVer Many years 

In most cases, under most conditions, 
direct mail users find they get more for 
their advertising dollar using 3rd class 
netered mail. With the l¢ meter stamp 
they capitalize on the established pres 
tge of metered mail receive returns 


ind inquiries at lowest cost and save 


substantially on postage as wel 


But please remember this: in direct 
] 


nail, testing is a job for experts and no 


conclusion is final or absolute or un 
applicable Metered mail is 


ot always best—may not be so in every 


ersally 





Average 


Relative’ “Pulling Power” 


Of Various Types of Postage 
In terms of cost per order or inquiry 
Ist | 3rd Class Meter Stamps 

2nd | Ist Class Meter Stamps 

3rd_—s sist Class Adhesive Stamps 
4th | 3rd Class Printed Postal Permit 
Sth 3rd Class Adhesive Stamps 
6th 3rd Class Precancelled Stamps 
. Vote 
data from independent direct mail 


advertising agencies 


fverage ranking based on 


and mail users 











Also, many other factors be 
pricing, mar- 
kets addressed, current conditions, na 
ture of product, effectiveness of the 
direct mail technique employed, and 
mechanical factors such as quality of 
paper a id printing, appearance, type ol 
iddressing used, etc. 


Dusiness 


sides postage enter in- 


Secause of this, it is impossible to 
give percentage ratings or exact figures 
that would universally and accurately 
reflect 
postage over another. 
ditions even the high expense of air 
mail will pay off on a cost-per-order-or 
But, by and large, the 
table reflects the best judgment and ex 
perience of the great majority of success 


alue of one class or type of 
Under some con 


inquiry basis 


ful direct mail advertisers. Bear in 
mind, too: this table is based on cost 
per order or inquiry per advertising 
It is not based on num 
ber of replies received. Sometimes, Ist 


dollar spent. 


class meter or adhesive stamps will out 
pull 3rcl class metered mail—but the 
cost per reply will be substantially 
higher. In some special cases, adver 
tisers may prefer to pay the higher 
cost per response in order to obtain 
more replies. 

It is true that a few advertisers have 
used the printed postal permit with suc 
cess, but in most cases where “permits” 
have been tested against 3rd class meter 
stamps, metered postage has been more 
resultful 

In any case we hope the table will be 

useful general guide to you and, es 

ly, may help you in testing pos 
under the condition of your own 
ness, to determine what is best for 


Case History Test No. 1 


Sales by Mal 
Avenue 


inst t 


tests showed a 
Kinhesive stamps at a cost 


Envelopes rving the 


netered mail secured a 15 response, with 


each reply costing 76¢ 
CONCLUSION: In tesung the 

power of the various forms of 

lowest cost per inquiry or reply is usually 


pulling 
postage, the 


more important than the total number of 
replies. Such was true in this case, the lower 
cost of I¢ metered mail more than offsetting 


ts slightly wer showing percentagewise 


Case History Test No. 2 


Ohtanng New Customers by Mail Promotion 


4 nationally known finance concern tested 


two mailings to metered mai 
returns compared itt from achesive 
stamps or the printed ermit. On the 
first mailing, half went with the permit in 
urple ink to match a 3¢ stamp; the other 
lt carried brown 1':¢ stamps On the 
second mailing, half were 1¢ purple metered, 
the other half green I¢ stam; 
There was no difference in re 
tween permit and brown 1':¢ stamps. But 
t 


netered mail brought about o hith more 


returns than all other forms postage testes 
CONCLUSION The 


mpany that the ger 


terentiatc between mete 


rinted posta permit stamps 
Continued testing upheld t advantage 
metered mail over al f 


westage 


Case History Test No. 3 


ng Subscriptions Direct by Mail 
4 business magazine tested 3000 names 
rh 


letermine ve relative pulling power of 


j 


metered “7 


mail and 3¢ adhesive stamps The 
st was divided into ual parts. Results 


howed ti read mail f ! 10ths 


magazine was 
executives 


yal letter 


ia ceiving 
CONCLUSION: W \ 

turns and a saving <« $20 a th 
stage ind d, the magazine 


thre times i results 


Coast 
1 
rn market 


l@ third 
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Case History Test No. 5 


Doing Market Research 
by Mail Questionnaire 

A market research firm tested Ist class 3¢ 
adhesive stamps against 3rd class 1¢ metered 
mail on a questionnaire mailing to a list of 
business executives. Returns in this instance 


showed that the pulling power of cach form 


t postage was almost identica From the 
group receiving 3¢ stamps, 679 replies were 
secured Metered mail brought 671 replies 
trom the same number mailed 

CONCLUSION: The 66 2/3 
postage with 1¢ metered mail, and the savings 


saving in 


in labor through the postage meter, clearly 


indicate which postage form to use in mailing 


© the entire list 


direct mail tail 
wags sales-plan dog 


by nelson a. white 





REPORTER'S NOTE: Nelson A. White is now 
Director of Education & Training of Provident 
Mutua! Life Insurance Company (46th & Mar- 
ket Streets. Philadelphia 1. Pennsylvania). 
But last April he was Manager of the Direct 
Mail Department. At that time. a Reporter 
staff member r ived a Provident mailing 
c ini a painting and a “Chart for 
Living.” He wrote to Nelson and asked for 
the story. Alter all these months, much 
traveling and a change in jobs . . . here it is. 








It isn’t often that an experimental 
direct mail campaign accidentally pro 
vides the key to an entire major com 
pany sales plan, but that happened in 
the Provident Mutual. 

Provident’s direct mail service had 
started in 1923 
one of its most drastic tests during the 
recent War, tor the agent manpower 
of the Company was at a low ebb and 


However, it received 


it was necessary to accomplish as much 
as possible on every call and interview. 
As a result, our general agents (man 
agers) asked for a direct mail letter 
which would offer not merely infor 
mation about a given policy but an 
entire program, meshing Social Secur 
ity benefits, present insurance provi 
sions, and investment returns, with 
what the individual needed for his 
own retirement and for his family 
f he died. 

At that time, we produced the ac 
companying letter offering a portfolio 
“Chart for 
service. As the letter states, 


of paintings and a new 
Living” 
the Chart is a graphic illustration, in 
color, of the values of a man’s estate 
assets and retirement income sources. 
The “Chart for Living” has an ad 
vantage of being simple enough for the 
prospect to understand at a_ glance. 
but it represents hours of expert and 
painstaking work on the agent's part. 

So far as we can determine, this was 
one of the first attempts—if not the 


on the part of a major 


first attempt f 
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lite insurance company to offer such 
an analysis service by mail. It was 
necessary for us to train our general 
agents (managers) in the intricacies 
of Social Security, optional settlements 
of other companies, and many other 
factors which go into making an ac 
curate “Chart for Living.” 

The new letter pulled beautifully. 
We received a 14 per cent response and 
the agents were very enthusiastic about 
it. As replies are received at the Home 
Office, they are referred to the agencies 
for personal follow-up. When the vet 
erans returned from the armed serv 
ices, they, too, were trained in the use 
of the “Chart for Living,” and soon it 
became the principal sales plan of the 
Company, producing 30 to 35 millions 
ot insurance sales per year. 


Although the 
letter is still popular, new direct mail 
letters employing the “Chart for Liv 
ing” have also been created. 


original direct’ mail 


The educational courses which were 
necessitated by this new type of adver 
tising and sales promotion have grown 
into a complete educational and train 
ing program of which I am now the 
head, while my friend and associate, 
Fred Kiefner, has taken over the ad 
vertising and direct mail work. 


The cost of the direct mail service in 
this Company, as in most life insur 
ance companies, is shared by the home 
office and by the agent. Portfolios for 
the letter in question are provided 
for all repliers. They cost 62’: cents 
each in quantities of 7500; if purchased 
singly from art stores they would cost 
well over $10 each. The total expense 
to the company of circularizing a name, 
including the cost of a porttolio tor 
each replier, averages 16.8 cents, of 
which the agent pays 6.8 cents. The 
agent's average case is over $7,000. 

Mailing lists are not supplied by the 


home othce, as is generally supposed. 
To the contrary each agent provides his 
own. The best agents are marvels of 
ingenuity at providing good prospect 
lists for direct mail. 

Being friendly, extroverted person 
alities with extreme civic consciousness, 
good agents are in demand in their 
communities whenever there is a Com- 
munity Chest drive, Salvation Army 
campaign, church-fund raising, Parent- 
Teacher project or similar activity. Be- 
cause such agents usually feel that 
they ought not to commercialize the 
contacts obtained in their civic work, 
they very often depend on direct mail 
letters to carry their message, following 
up those who are interested and omit 
ting those who do not reply. 

The society columns are very poor 
Usually the birth 
column, engagement columns, and mar- 


sources of leads. 


riage columns are also poor sources, 
because the timing is bad. In each 
case the prospect 1s contemplating so 
much expense that he is loath to con- 
sider life insurance. However, the 
newspapers are full of news about pro- 
motions, transfers, changes of company 
afhliation, new opening; 
these are all excellent direct mail names 
for the good agent. 
business and professional 
men, church and alumni lists, lists of 
newcomers to town, lists of advertising 
club members and members of engi 
neering societies, all furnish profitable 
names for circularization purposes. 
One of the best sources of names 
used by our agents is the official direc 
tory of large corporations. If an agent 
has a policyholder in the XYZ Corpora 
tion he will show that policyholder our 
direct mail letter and ask for direction 
as to what members of the organization 
should be circularized. Then he will 
check with the telephone directory to 
tind out what the home addresses are. 
The list of lists is endless, and we 
are constantly being surprised with the 
ingenuity of our men who are forever 
digging out new sources of prospects 
for us to circularize. 
HERE IS PROVIDENT LETTER 
I in Name 
imt Address 
With our 
ut a valuable portfolio of “Twelve Favorite 
Paintings, richness and color 
to the print which you will find inside 


letter? The enclosed card will bring 
uu without cost or obligation. 


businesses 


Lists of 


compliments may we present to 


similar in size, 


se handsome reproductions were care 
selected from among the masterpieces 
utstanding artists of the last century 
a quarter Some were obtained from 
iceless art collections, some from private 
cs 
Provident Mutual uses these attractive pic 
tures aS a means of inviting your attention 
Continued on page 24) 





iat was developed 


penent t 


simpliniecd 


enable or 
, paintings and 
much utur 
e future waiting tor uu 


ement x 
wn Ag the nCcOomMpanving 


Sincerely, 
Frederick |. Kiefner 
Manager, Direct Ma 
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OST OFFICE 


By: Edward N. Mayer. Jr. 


Although Congress didn't pass any cigarettes shipped in trom the eight 


egislation that affected rates 1on-tax states—California, Colorado, 
luring the first session of the 8st Con Marvland, Missouri, North Carolina, 


postal | 
ress, it did manage to pass a bill th Oregon, Virginia and Wyoming. 
kicked the business mail user Public Law 363 is bad enough 
between the eves mut even worse are some state moves 
closing d t c we've heard about recently One in 


was passed providing tor federal articular comes from New England 


issistance to states in ) t y sales and t Tax Commissioner ot one yreat 


se taxes on cigarettes. President Tri F has intormed certain customers o 
nan approved the sure and it uil sellers (tobacco products, it is true ) 
Publi w 363 o that they will have to pay a 15°, tax on 
I of the shipment that is re 
1 trom out of the state. 
pate I ven though (in the cases we kr 
Mail Ord \ssociatior ! 1 yut) the state from which the sh 
i As counsel tor ¢ association, nent came has its own tobacco 
Thurman Arnold, former assistant Un ir friends in New England have d 
ted States Attorney General in charge ded they are going to get their “poun 
of the anti-trust division, told the House t flesh.” Of course, just how they're 
Ways an ns Committee ring nung to enforce their little game is an 
hearings that th ll is unconstitu ther story. Neither the federal govern 
llong with other opponents nent nor the Post Office seems to have 
sure Irnold maintained tha he een consulted . . . nor to our knou 
ure may estat h a precedent fe ‘ as anyone checked the United 
sion of its provisions to other inter tat onstitution which expressly for 
shipments, thus se up trad ls a state levying any tax on 
around eve stat tate shipments. 
Shades of our lonial toretat 
and the European Customs Union 
what will government think of next 
order to raise money!’ We'll trv 
and gather more information about this 
aX situation and pass it along to Vv 
1 the months to come. 
neantime, if you run into any 
local tax laws on mail s! 
will you let us know? Remet 
cigarettes from out-ol-state shippers w . the only Federal Law 
declared unconstitu ‘ Ss 3363... it covers cigarettes . 


Under Public Law 3 r, ind may very probably be proven 


} 
collectors in forty states d onstitutional very soon! 


provided the names iver Vincent C. Burke, able First As 


tant Postmaster General, has been pro 
moted to the newly-created othce of 
Deputy Postmaster General as one ot 
the first major moves in accordance 
with the program for reorganizavion 
ot the Post Outice Department. 

Mr. Burke has served as First Assis 


tant Postmaster General since January, 


1948. Prior to that, tor the previous 
twelve years, | Postmaster in 
Washington, D. ¢ 


Born in Louisville. Kentucky, in Jan 


uary, 1890, Mr. Burke entered the pos 


tal service there as a clerk in 190 He 
served in various capacities in the de 
partment, including the inspection ser\ 
ce, and was named a Deputy Assistant 
Postmaster General in | 

With the advancement of Mr. Burke 
to the second top job in the Post Ofhce 
we now have two Post Ofhce career men 
who started as carriers and clerk res 


pectively) running the largest business 
operation in this country if not the 
world. 


Office has revised Form 
to Publishers Regarding 
Undeliverable Matter ot the Second 


" ’ 


Class) and now will give to publish 


ers the compiete information they want 
In addition, the Postal Bulletin otf No 


ember [5th gives expl instructions 
} ! 
personnel that will practically 


larantee accurate data Seems to us 


to Postal 


that it’s about time Form 3547, which 
undeliverable third and tourth 


ned out too 


Ons 


together 
resent them to the 
Post Ofhce 


naybe this 


paragraphs 


November 


DUCKS NOW 
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prevent acceptance of any mailings at the 
special bulk 
not paid the 
Attenuon should be given mailings prepared 
»y letter shops, printing firms, ctc., to make 
certain that the tee has been paid for each 
printing 


mailer who has 
$10.00 fee 


rates trom a 


prescribed annual 


customer, cither by the letter 
establishment, et r the customer tf whom 
the mailing 1s mad 

tter shot w printer the annua 


tec, the receipt sho rac , mm the 


name tf the customer 


The more we think of the section 
H. R. 2945 that covers the size and 
weight limit on Parcel Post, the madder 


Just stop to remember that if 
and the 


we get. 
the size limit does become 72” 


weight 20 pounds under the exist 


ing Express setup, approximately 25, 
(100,000 people in this country will be 
prevented from either shipping or re 
ceiving among other things too numer 
ous to mention, the tollowing items 


Crib natresses 


Rugs 
Vacuum 


Shrubber 


course, 1! at the Same time, the 
minimum rate on third class is raised to 
1'> ¢ it’s quite possible nobody will have 
any reason to ship the items listed above. 
You still 
Congre ssional Re prese ntative 
bills that 


costs 


time to talk to you 
about the 
Postal 


have 


would increase your 


David La 


: 
in his column ot November 


wrence had another long 


dun second class rates. If you're 
read the entire 


liked his 


aaa you should 


column. We 
closing paragraph. 


particularly 
Here it ts 


inbalanced 


DECEMBER 1949 


tume two sit down with my copy of the Sep 
tember issue of The Reporter .... . but 
read it trom cover to cover! 

In this opinion it us far and away the best 
issue that you have ever published. It is a 
thoroughgoing darb! I liked partcularly the 
down-to-earth tactual story by Jack Tillotson 

You're on the track of an interesting idea 
nm asking various mail order personalities to 
Reporter. I'd like 
and not alone in the 
issues. There are all kinds 
yperanons, each a bit different 


write an article for The 
to sce that in every issuc 
convention 
mail order 
world, and each with 
Many of the 


would get will tend to be a bit 


trom any other in the 
t wh personality stories 

but every now and then 
think y ll ae a bell-ringer which wi 
fraternity Ther 
well publicized mail order 


nterest ry in the 
perations but a great many which 
would like, 
tor imstance, to read the story of the soft 
witht in the South—it's called Florida 
Fashions, isn't it 

Miles Kimball, 

Miles Kimball Company 

Oshkosh, Wisconsin 


you don't hear much about. I 


wares 


President 


REPORTER'S NOTE: O. K.. Miles. how about 
you carrying the ball and writing your own 
fascinating story? Meanwhile. we'll get after 
Florida Fashions. 


WATCH THE 
LITTLE DETAILS 


The manager of Schrafft’s, 565 Fifth 


Ne “ 


good direct mail idea . . . tor increasing 


Avenue York store had a very 
bus.ness in his 4th floor men’s grill. 
He mailed a very friendly and cordial 
1utomatically typewritten personal let 
ter to business men in the neighbor 


hood. I le 


(with a companion) to be his luncheon 


invited these business men 
guests 

The letter explained exactly why he 
was making the offer. He wanted them 
to become acquainted with the dining 
and with the tood, so they would 


back. His last line 


asked each recipient to have his secre 


room 
want to come 
tary call the manager on the phone 


giving day and time he could be ex 


rected 

What was the joker in the plan? 
The letterhead did not give phone num 
ber. The phone number was not given 
in the letter. The manager's signature 
It was not typed 


That's 


was undecipherab'e. 


out and it should have been. 


putting too big a strain on direct mai! 


When you want someone to call 


you on the phone, give them your 


telephone number. If you want some 


one to call you by name be sure 


they know vour name. 


| AD SCRIBE, 


will 1950 


increase 


its? 


ou - 
—_ 


May we help make the coming 
year show a gain in your mail 


order returns? 


We will be glad to recommend 
tested and carefully selected 
lists for your mail order pro- 


motions. 


willa MADDERN, éxc. 


LIST BROKER 
215 Fourth Ave. 
New York 3, N. Y. 
Gramercy 3-3440 








OPTIVISE 


GET ate to see what-when-as 
see. Boost buy-urge wi newest 

layout ,*-* ort plus eye-science. Airmail 
‘raw moterial’ for better styling by 


NORTH CANTON 6, OHIO 


A complete crective layout-copy-ert service for 
high grade mail order sales. Get acquointed! 


‘ov wont 





When you 
need 


RECENT 
BIRTH 
LISTS 


43.000 BOOK BUYERS & MAGAZINE 
SUBSCRIBERS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past filty years. 
90 Fifth Ave., New York 11 
OR 5-3523 








“ADVANCE PUBLISHING eed 
Telephone AL 4-0! 
East 21st Street New Tork 10. N.Y 





FOR MORE SALES 
THROUGH THE MAILS 
Use SAWDON ORDER-VELOPES 
ond COMBINE-FORMS 
These Combination Order Forms 
and Return Envelopes Will 
Increase Your Mail Orders 


Write for Used by 
Leading Mail Order Companies 


THE SAWDON COMPANY, INC 


eee et ee en, Oe 


Specimens 








WOMEN ... AND 
DIRECT MAIL 


Women hold almost half of execu 
tive positions in department and spx 
cialty stores according to a survey 
report recently published in the Jour 
nal of Retailing, official publication of 
the New York University School of 
Retailing, Washington Square, New 
York 3, N. Y. 

If interested, you might get a cepy o 
“Who Wears the Pants in Department 
ind Specialty 
Karl Gerstenberg or T. Dart Ellsworth, 


Stores” by writing to 


taculty members who made the survey 


Perhaps as women become more 


powerful in the retailing field, they will 
put direct mail to better use than did 
, present 
records seem to confirm this possibility 


their male predecessors And 


Some of the best retail direct mail pro 
motions are being handled by women 

with just the right touch. See 
Clarke (Tulsa) 


Reporter for convincing proot 


story in November 


But we missed one important phase 
ot Clarke's use of the mails. In a further 
check with Viola Noble, she told us 
about her tests in selling formal wear. 
Here was a place where newspapers 
Direct 


mail could get the business cheaper, 


covered too much territory. 


quicker and more effectively. She ex 


plains it, as tollows 


expert has saxi that the 
three tuxedos in his life 
, tol 
1S looking for a wile, 
nal midnight blues won't 
equator, (3) when he’s 
himself that women 


mare 


317 SOUTH MAIN 


TULSA. OKLAHOMA 


September 25, 1949 


Dear Young Men's Club Member: 


complete forr 
months to pay. 


But 





You're naturally making 
dance on October 


plans for our first 
- aren't we all! 


this year Mr. 
ial Purchase Plan 
the Young Men's 


a tuxedo and 
take up to six 


yr anything else - 
cial invitation to 


anytime! 


Most cordially, 





W mt beheve a hgure at this at 
Clarke's Because we're a leading quality 
t the 
World—some of our customers have a vastly 


higher 


apparel store in the Onl Capital 


potential—maybe four tuxedos and 
even a set of tails. But we do want to be 
sure there's a reminder of Clarke formal wear 
when The Big Occasion looms and a moth 
noved out north of the grosgrain 

new ers or the radio sta 

there are some apparently 

that halt of the population is 

hat could be true of readers and 
From the 


sbtract those who don't shave yet 


masculine half of the 


ract the nine out of ten men 

verfectly good tux Then sub 

aren't planning to go any 

point one could justifiably 
thing) 

Last Year's Figures loom X tuxedo 

Something has to be done w sell X+Y 


los this year 


tuxee Then we remember socicty 


1ges in the newspaper—and—3¢ stamps! 
Young Men's Club Plans First 


so mght in the paper We 


Formal 
r An appropriately discreet 
intere zr suggestion about 
y) is mailed within 24 hours 
usiness Dooms Postage cost § 5 
50 men to whom formal wear 

vortant just as sure as a 


} 


he! 
1d her wa wea bach 


w had idea 
Fraternity Schedules Hallowe'en Dance 
3000 Make Reservations for Charity Ball 
Club Sets Christmas Dance’ 
arade oe m all fall and 
so do Clarke's “tuxedo-suggestive 


cant ge rosters or lists 


here's always the hone book 


economy size advertising of 


ll have to figure out 


veat Figure X+Y+Z!' 


We are producing on this page the 


letter Viola Noble is using currently 
to get “tormal” business. 


And the Reporter will continue to 
uncover outstanding direct mail retail 
promotions handled by 
unless Jim Rotto, Sen Pose n, etc. can 


convince us that the men are holding 


women 


their own in the war of sexes and sel 


ling wisdom. 


4 


DIRECT MAIL PROB- 
LEMS AND PROFITS 


On Monday, November 7, M. S. Mc 
Comas, Jr. and Harold L. Darmer ot 
the George F. Cram Company staged 
in interesting program for the members 
ot the Indianapolis Direct Mail Clinic. 


Their joint talk was an explanation 
of how this company uses direct mail 
to market maps, globes, charts, map 


calendars, atlases and a few lesser pro 


THE REPORTER 








ducts. Transcripts have been prepared 
by Secretary A. F. Rhoads and are yours 
tor the asking (free) if you'll write 
him at 1134 North Pennsylvania Street, 
Indianapolis, Indiana 

However, all of you Reporter readers 


might like to read the final s : CA ’ S. lf Ch 
sal anidlidliin . . ; aot: Geaoits soe cre s Sti (me... 


even though some 
of you may not agree with all points. . . i 
ECONOMIES WE PRACTICI To give your business friends and 
It was quite interesting to have the DMAA associates the gift that lasts 
“Os , t the Sque t theme 


anes all year... 
A subscription to 
THE REPORTER OF 


DIRECT MAIL 


ADVERTISING 


‘ A Gay Card Will 


Christmas Gift 
Subscription Rates 4X Announce Your Gift 


2 One-year Subscriptions, Here’s an easy way to solve your 
sent at same time 810 > . 
business Christmas gift problems 
Additional One-year Sub- , 
scriptions &5 os + 8 send us a list ot your 


\ Single One-year Subscrip- R customers, associates and friends 
tiens 6 


. we'll send an attractive card 


Your Own Subscriptien— 


ns <)> 
renewal xten annnouncing your gift... it'll be ( 
. tiene. mailed to arrive just before 
Christmas . . . hand inscribed 
Pee with your name. 7 


A Subscription to The Reporter is a gift 
that will really be appreciated by: 
YOUR ASSOCIATES 


who will enjoy reading ‘‘their own copy” each month 


YOUR CUSTOMERS 


if they are in advertising and sales promotion work 


COLLEGE STUDENTS . 
. who are studying advertising, marketing and journalism 
PRESENT SUBSCRIBERS’ 


W Be Ext 


S 


SEND NO MONEY NOW... 
.. We'll be happy to bill you 


USE THIS HANDY POSTAGE FREE 


ORDER CARD TODAY 
- « « and why net include your 
own renewal or extension sub- a 
scription too! ale 


THE REPORTER OF DIKECT MAIL ADVERTISING, 17 East 42 Street: New York 17 
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One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


Thar’s gold in them thar smells, 


Henry—24 karat gold 


The smells I refer to are those that 
arise from “Gloire de France Parfum du 
Soir’—the perfume that produces the 
heaven, 


’ 


any wives or gir 


“sweetest scent this side of 


ind if you have 
l 
might like to 


friends who i prepare 
\ 


themselves for the smell that lies be 
yond the pearly gates, tell them to make 
] 


sure their names are listed in the 


ephone directory—their numbers mig 
“lucky stars,” 
them two full ounces of the smell with 
the gold content, valued at $48.00, free 


gratis for nothing except “one 


be their winning 


single 
dollar’ which must be considered as a 
“voluntary contribution” to help cover 
the general expense incidental to ac 
quainting the female population of this 
smell that 


mundane world with the 


iwaits the righteous 


This near-heavenly smell was devel 


oped by the Argentum Laboratories 
whose chemists found that its life could 


ve le ngthe ned 


nany., many times ” 
24 karat gold 


umes formuia 


t 
to the per 


adding gold 


labora 


The sales department of the 
tories then set abo it ke velop nga met! 
od of spreading the long-lasting odor 
of this perfume over the entire terri 
tory south, east, west and m 
heavy en, ind t came up with i pl in that 
do th s bu | 


Mmuc h ol the 


would not only 
saving ot 
n prolonging the ] te of 
or the 


magazine ind 


plan called 


non-use 
radio ad 
The plan cx" 


VOTKS 


chain SIT 
\ $48.00 package of 
] ! 


ma led to 1 lady who is 
ephone directory. She 
with it that she makes a 

tribution” of “one single dol * She 
sprinkles the contents of th package 


over her person and starts for her 


I } T } , tir + ther 
bridge club. If she is late gettin ere 
s be t } } mn held un 
t i because she has been held u x" 


women on the street, US 
who want to know 
stink so pretty She 


within a few days e\ 


women will be spreading “the sweetest 
scent this side of heaven.” 

The top brass of the Argentum Lab 
oratories ok-eyed the sales department's 
plan. A cheap mimeographer and a 
likewise printer were called in to put 
the plan on cheap paper and send it 
through the mail to ladies listed in 
telephone directories. 


Now, Henry, don't go jumping into 
the air and cracking your heels over 
the thought that the makers of this 
yold-preserved smell are actually using 
direct mail advertising in preference to 


magazine and radio advertising. Such 


is not the case. It is a new mediun 


known as “Precious Living Adver 


trsem nts.” 
And, Henry, don’t consider this as 
1 bit of fiction as you did a recent 


piece I did on the subject of perfume 
he only piece you ever blue-penciled. 
You just couldn't believe the story about 

high-class woman who came to 


1 
ne (on yusiness ) 1 Tew minutes 


1¢ mailman delivered my copy 
of that perfumed issue of The Reporter 
You couldn't or wouldn't believe that 
I thought the smell came from her and 
she thought it came from me and that 


1 1 
we Pp. rted before any bdusiness de al was 


onsummated. You couldn't or wouldn't 


lieve that a he-gent sat down besick 
ne in the street car while I was leafing 
through that perfumed copy of The 
Reporter and that he gave me a sniff 
ind a lip-curl and sought a vacant strap 
at the other end of the car. You didn’t 
elie this, and I couldn't prove t 


with the result that a good half hour 
valuable time was wasted on a 


| } , 
ce that never reached prin 


you ve got to believe what I have 
France Par 


sweetcst 


ou about Gloire de 
lu Soir with the 
le of heaven, preserved 
karat gold, because I have p 
ack it up 
Not being a lady listed in the 
ephone directory I did not get the proof 


hirect, but 


2 gentleman of your a 
e, one Duke Alexander of the 


w“ hose 


juarntanc 
DuPont Company, has a wife 
in the Wilmington, Del. tel 


ephone was a “lucky star.” She received 


numoer 


the following letter dated October “th, 
1949 
HERE IS YOUR VERY FIRST 


CHRISTMAS SURPRISE OF THE YEAR 


nal Message trom 
dter, Gen. Man 
Dear Madam 
YOUR TELEPHONE NUMBER HAS BEEN 
YOUR LUCKY STAR 


seeeeeee 


ur name out of the Te 
and you will be please 
ire going to receive as a 
company 

bottle of “GLOIRE DE 
ir, advertised at 

is, WHY? 

ind test—at our 
which one of m 
est scent this side 
will be THRILLED, 
zrance but just as much 
that ou are to enjo' 


<rftum 


inv other of the famous 
Tabu, Lelong, etc., with- 
t necessarily high 
» be thrilled be 
ua sowill tell) «your 
hou GLOIRE Dt 
ite a greater demand 
llars spent in cost! 
i advertis 
t me condition at 
r ff YOU MUST BI \ 
RET’ME LOVER, able to recognize and 
ite a GOOD perfume! To prove it I 
ONE single dollar, NOT in pay 
t FOR THE PERFUME which is a genuine 
GIFT ¢ ! 


it as a voluntary 


yntribution 
t r eral « WITHOUT ANY 
FURTHER ORLIGATION ON YOUR PART 
NOW OR LATER 

y . find th f “GLOTRE DE 
FRANC rleaf together with all vour 


xpenses 


lease read it. then 


low and mail it TO-DAY 


it 


j 
med) 


General Manager 
ARGENTUM LABORATORIFS 


I would not ask vou to re 
print the entire circular that accom 
letter but in fairness to 
Reporter readers. especially those who 


panic d the 


might be interested in the medium of 
“Precious Living Advertisments.” you 
should print the following excerpts: 
Headed *“Argentum Laboratories. 
Philadelphia, Pa. Proudly Present 
Gloire de France Parfum du Soir, The 
Only Perfume in the World that Con 
tains Pure 24-Karat Gold.” the circular 
reminds the reader that the “most cher 
shed and en 1 personal possession ot 
1 ladv is her favorite bottle of fine 
French perfume.” It goes on to give 
1 history of “Gloire de France.” and 


ifter several paragraphs urges the 


“Please read on because 


re ade r to 
we Ww ill te I] you now the two very 
il reasons for the spontaneous sux 


1¢ ‘Gloire de France’ debut in 
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the United States. These two reasons 
are ‘a secret ageing process compared 
with that of fine old liqueurs and 
blending of 24-karat gold to make its 
tragrance linger on and on and on’. . 
to enchant the wearer and her sur 
roundings with its subtle, captivating 
charm.” 

Under the “Skeptics on 
Principle,” the circular points out that 


heading 


“Perfect wise guys or jealous mischief 
makers may try to dissuade you from 
accepting our generous and admittedly 
hard-to-believe offer. Don’t listen to 
them. These are the facts 

“Ist... We do send your parcel 
immediately on receipt of your 
coupon. 

“2nd... We do send you the gen 
uine perfume ‘Gloire de France,’ 
not a toilet water, cologne or 
scented dilution, and there is gen 
uine 24-karat gold in it. 

We do send you a full 
size 2-0z. bottle of that precious 
perfume, not just a small sample 
as you may expect. 

“4th ... No further obligation on 
your part is attached to this offer 
You will never be approached for 
any further payment . . . nor 
will you ever be embarrassed 
by personal callers soliciting 

further orders 
“Sth . . . Our money-back guarantee 
iS as sincere as it can possibly be. 
isked if 


satished and 


No questions will be 
you are not 100 
want your money returned. 
“6th .. . We do not try to sell you 
a pig in the poke. You are wel 
come to see and test for yourself 


n our laboratory what you are 


getting, whenever you happen to 
be in Philadelphia.” 

Following the “We do’s” was this 
reminder that gave me a bit of puzzle 
ment: “Remember: When you buy by 
mail, the Federal Trade Commission 
and the U. S. Post Office Department 
protect you as a buyer.” As we see 
it, the circular is not directed to buyers 
but to those who merely make “volun 
tary contributions.” 

However the makers of “Gloire de 
France du Soir” continue “We Will 
Pay $1000.00 (and following a dash, 
they spell out that amount.) to any 
persor. who can prove that any of the 
statements above are untrue,” but ad 
mit, “Still there is a catch in it,” and 
they ask, “would you like to know?” 

Knowing human nature, as they un 
doubtedly do, they continue: “Here it 
is!” And here, Henry, they describe 
this new advertising medium that may 
Direct Mail and all 


other media out of business. 


eventually put 
“Suppose you like ‘Gloire de 
France, you go to a party or meet 
friends informally; they certainly 
will ask you about your perfume. 
We are sure you will tell them 
it’s “Gloire de France.” Thus you 
become our Precious Living Adver- 
tisement and your friends will in 
vade the big department stores and 
create the demand for ‘Gloire de 
France’—that’s all we need.” 
What chance, I ask you, Henry, has 
a perfumed advertisement in a mag 
azine, newspaper or even sent through 
the mail, against a Precious Living 
One giving of the sweetest scent this 
side of heaven, which enchants its sur 


roundings with its subtle, captivating 


Please pass along my thanks to Duke 
Alexander for his tip on this new 
advertising medium. 


RED FACE 
DEPARTMENT 


The Reporter staff certainty pulled 
a-terrific boner in the October issue. 
\ typographical boner. In_ printing 
Leonard Raymond's fine talk at the 
Chicago convention, the whole mean 
ing of the last paragraph was confused 
by leaving out one small word. 

We are reprinting the paragraph and 
inserting the omitted word in large 
caps. 

In ce dering direct mail we are NOT 

ling with lestitute stepchild in the 
field of American advertising As I suspect 
the DMAA Stud § Direct Mail Dollar 
Volume will very presently confirm, we are 

me of the | 
tor the 


argest 


sa in the work 


That NOT makes a lot of difference. 


WATCH YOUR 
POSTAGE IN CANADA 


Our old friend Charles Wiggins of 
Wiggins Systems Limited, Winnipeg, 
Canada sent us another example of how 
not to deal with Canadians by mail. 
30) 


Continued on page 
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\ promoter of an art service in Dal 
las, lexas mailed a dout ile postcard to 
prospects in Canada. In the first place, 
the original postage was not sufhcient 
ind the card was returned for addi 
tional postage, then remailed 
The return card carried two—l¢ 


S. postage stamps,—not mailable 
1 Canada 

Dumb stunts like this create re 
sentment on the part of Canadian re 


cimients, 
I 


PEP FOR HOUSE 
ORGANS 


editor of “The Lexaco Dealer, 
The Texas Company, 
treet, New York 17, 
ilways man heesecakes on 
it least one iv I c ssuc, along 
toward the | I h always good 
protessional, 20-p; x Il” sales 
vuilder We reproducing pa 
rom [ rd November ssues 


ges 

vs seem to be ij 
propr “NICE STOP 
Maybe vou « wre yrett p like 
Crloria 


hanyge 


TEST YOUR LAN- 
GUAGE STRENGTH 


Here's an 
uncovered in October issue of The 
Direct Mailer, h.o. ot the Direct Mail 
15 West 20th Street, 


Test was compiled 


nteresting word test we 


I nvelope Co., Inc 
New York ll. 
Harry Eliis. 


OL 


ne 
u 
PROGRESS &8 
WEEK . 


OCTOBER 16-22 


A 100TH 
ANNIVERSARY BOOK 


Dick Sheridan has just sent us a 
copy ot the inspired 100th Anniversary 
book issued by Schneidereith & Sons 
(206 South Sharp Street, 


Maryland). 


Baltimore 1, 
\ super-colossal job. Size 


sixty-eight pages of copy, 


plus utle pa; dedication, blanks, plus 
stiff, cloth and leather cover. 

This cme Book is notable for 
two things 


the firm Bk section of interestin 


The predominance in 
examples of early-day printing over 
the story of the hrm. This history sec 
tion shows fas« nating samples of early 
business cards, 


printing—hand bills, 
dentists’ testimonial ads, package labels, 
dance programs—printed 
dereith but more interest: 
historic relics; and 
selected examples of “good writin 
that emerged during the past 100 years 
some 46 excerpts ranging from a 
poem by Robert Frost to Ike Eisen 
hower’s D-Day godspeed to h roops. 
Not one mentions the name 
It's a magnificent job 


tions to all concerned 


HERE’S A HOT ONE 


\ glue manufacturing company mail 
ollowing personally typed letter 

its 
Name 
\ddress 


prospects 


\ Reporter reader who rece 
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thinks this is a pretty dumb way to 


approach prospects. The sender could CLASSI Ki Kap A DVERTISING 


surely select his prospects logically 





(among manufacturers). If question 
lairing is practical, the approach should Rates: $1.00 per line—minimum space. 3 | Help and 


be along more sensible ] nes Situation Wanted Ads per nes 











ADDRESSING HELP WANTED—MALE 


READ A GOOD LETTER 
ABOUT TURKEYS 
AND PHEASANTS 


We do not often reprint the entire 








text of a mail order letter, but in this 
season we should make in except on 

° lor a good letter about Turkeys. 
Well ... maybe it has a tew too many 
I's and We’s . .. but in this homey type 





ot copy they may be necessary 
Out of all the flood of Christmas 
gift-ofler mail his letter from the 


Green Hill Farm, Pine Plains, N. Y. 


stood out above the crowd. The let 





terhead, two pages (both sides of one 

sheet) and signature were all printed in 
, 

yreen Ink .. Manny lor economical 


production. Enclosed was a « jorful 





our-page circular picturing and des 


cribing all offers. An understandable 


order form and B.R. envelope. If the 





nailing didn’t pull ... then something 
s decidedly wrong with returns. Here's 


1¢ letter. Enjoy it 





And 
But 


Honey 


k 


SVOKFED 


little 10-week 


SOUAB turk 


T 
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the different kinds 
und to stock 
won't be 
afford to 
order 
and a s 
1 to make it 


uur 
up the pantr 

anyone on your 
leave out! You'l 
in early, that's 


just 
list you can 
ave to send your 
Our ssed 


wder blank 


enclose more con 
chents, 
your 


RIGHT 


be dis 


name vt those 
and friends n 
1 Christmas gift lists 
u'll be sure not t 
them hat We 


And we GUARAN 


forget this Holida 


ve can mak 


case jou 


t Wishes 


Lester Whitnes 


ROSES OR RUM 


Congratulations, Henry. Also thanks 


I got some good copy out of your story 


at the 
to the 
mem 


about substituting roses tor rum 
Chicago DMAA. It will be told 
7500 Florist Telegraph Delivery 
bers who read The Penn Trail, and I 
think I'll make use of it in some other 
publications. 

Personally I have grown so disgusted 
looking at bleary-eyed delegates who 
come straggling in to morning sessions 
It has always been a mystery to me 
why advertising men, who are supposed 
to have at least a trace of intelligence 
cannot get drunk cheaper in their home 
towns, if to get drunk is what they de 
sire most. It has seemed to me that 
many of them had no other purpose in 
uttending conventions. I knew two ad 
verusing men W ho went to a convention 
n Europe who spent all their me on 
the ship, going and coming, swigging 
liquor, and kept up the good work 





%, 
, “At 


Maxson & JORGENSEN, ENC. 4 


— 


sOutH fLowee sreee ‘ 


2. Ee 


Dear Friend: 


Advertising 


< 
anoeces 


ADD. COPY 
Member American 
Association of Advertising 
Agencies 
(opt. Fut Crit ) 


Above you see the revisions we're 


sending along to our stationer's. 
like to as 
Take a minute to change 


same tine, we'd 
“proof reading” too. 


And at the 
k that you do a little 


your records or address book <-- won't you? << 


So that you'll know where 
iovember 1. 


That's our goving date! 


to find us after 


Lucky us, 


we're moving to spacious quarters in the 


beautiful new 


600 St. Paul 
Los Angeles 1% 
Phone: 


J/estinghouse 
blocks west of Pigueroa at 


Building, three 
Sixth Street: 


Avenue 


MAdison 65811 


where we'll have more roonm...air conditioning... 


and a floorplan 
an rtising agenay 


g agency). I: 


our 


esteemed cl 


pleasant 


custom-tailored to fit the needs 
(specifically, 
short, 


we're con ent 
ients more efficiently 
new location) 


May we take this opportunity to thank 


for 


you the 


contributed to our growth 


business or services which has 


and development. 


HIXSON & JORGENSEN, INC. 


We are reproducing (from 8/2" x 11 


original) attractive and eyecatching letter 


issued by a Los Angeles advertising agency to announce a change of address. 
Letterhead engraved in two colors; pencil print in gray. Letter .. . mimeo- 


graphed. Must have attracted attention! 
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Convention liquor, even 
actually 


when ashore. 
if a lot of it is apparently tree, 
costs more than the same amount ot 
liquor consumed at home. 


As you know, I like my liquor at the 
proper place and in proper quantities. 
3ut it strikes industry 


lowers itself 


me that an 
less 


the 


tsell 


appears to be 


and renders 


edhc.ent when what 
major emphasis is placed on drinking 
parties at annual conventions. 

During the past few years I have at 
tended a number of newspaper con- 
ventions and have observed the public 
relations men of two big corporations 
held. One totes liquor 
into the gullets of all who 


The other will buy 


in the same 


and pours it 


come to fis room 


his share of the drinks at the bar, just 
as any other man does, but minimizes 


liquor as a torce to influence people. 


Instead, he totes ideas. He listens to 


the problems ol people He's always 


conterring with people. He manifests 


a genuinely helptul interest in the at 
tairs of others. 
told which of 


nfluence. 


You don’t need to be 


two has the 


Your substitution of roses tor rum 1s 


these greater 


a swell idea. 
THomas Dreir 
Sales and Goodwill Publications 
j 


1011 Brightwaters Boulevard 


St. Petersburg, Florida 
REPORTER'S NOTE: Thanks. 
Our switch to roses will be 
counting on some of 
to help us put on a 
New York Convention 


Tom. for your 
.erbal bouquet. 
permanent. We are 
Florist friends 
show at the 


your 
good 
next fall 








when you 
over the 


start all 


REPORTER'S NOTE: Sometimes 

get difficulties 
choice of a word ... it pays to 
over again and use the simplest construction 


into grammatical 


and shortest words. 
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SHORT NOTES 
DEPARTMENT 


Continued from page 7) 
der Subdivision 3, Rule 11 of the State 
Liquor Authority regulations. 

Printers and brewers alike are protest- 
ing and have asked for reconsideration. 
If the ruling is not changed it will result 
in the elimination of the purchase of an 
estimated $500,000 per year of point 
of sale advertising other than strictly 
brand name signs. This. of course, 
would affect all the branches of the 
graphic arts ranging from the paper 
manufacturers and dealers right on 
through the typographers, photoengrav- 
ers, electrotypers, printers, lithographers 
and trade binders. It will be interest- 
ing to watch results of this scrap: “Does 
Government have the right to censor 
or eliminate advertising?” 


@ THE PHILADELPHIA DIRECT MAIL 
CLUB instituted and carried through a 
very worthwhile project. Howard Dana 
Shaw was made chairman of a com- 
mittee to collect successful sales letters 
created by members or Philadelphia 
concerns. Portfolios containing seven- 
teen reproductions and short case his- 
tories were distributed to all club mem- 
bers at the November meeting. Don't 
know exactly how the club could afford 
to do it (or whether you can get a 
copy) but it's a fine piece of work. The 
letters are better than many so-called 
“prize winners” we've seen. 


@ THE NATIONAL STATIONERS Asso- 
ciation (740 Investment Building. Wash- 
ington 5, D. C.) is certainly doing a 
bang-up job of “education.” We've 
just inspected and admired their latest 
product information manual “How to 
Sell Loose Leaf.” Seventy-six (8'/2"x 


11") pages packed with well-indexed 
material to assist stationery salesmen 
in discovering and satisfying the needs 
of their customers. This is the third in 
a continuing series which will cover all 
phases of the business. Copies are 
availuble at cost ($1.00) to NSA mem- 
bers only. But the manual could very 
well be a guide to other associations 
who should be doing a similar educa- 
tional job. 
eee 


@ REMEMBER the story we ran in the 
August Reporter about erotic direct —ail 
emanating from a D. S. Alberts in Holl~- 
wood, California? We quoted excerpts 
from some of his most questionable and 
flamboyant stat t We suggested 
it must be an exciting business if you 
didn’t mind watching over your shoulder 
for postal inspectors. This is to report 
that Hollywood police got there before 
the P. O. Alberts was arrested Novem- 
ber 15. The vice squad hauled awav 
four automobile loads of allegedly ob- 
scene photographs. motion pictures rec- 
ords. pamphlets, books and porno- 
graphic devices. 





— 
eee 


@ Other peculiar cases are popping up 
in the mail. An Evelyn West. 401 South 
Akard, Room 711, Dallas, Texas. is cur- 
rently offering pictures of herself in the 
nude at prices ranging from $3 to $10 
per pair. She claims to be “only girl 
in the world having insured the bosom.” 
It's a dangerous business, sister! 
eee 


@ OUR ENGLISH COUSINS are now 
competing for printing business in the 
U.S.A. Severa! buyers here have shown 
us personal letters received from R. Geof- 
frey Smith. Managing Director of W. S. 
Cowell, Ltd., Ipswich, England. On a 
most beautiful letterhead. the letter 
starts ... “In search of dollars. Yes, 
that's what we are! So are you. I ex- 
pect and will be glad to hear of Sales 
Promotion at lower cost. Devaluation 
has put us in the market for your print- 
ing. It's lowered our costs to you, but 
not devalued our quality.” 

Fnclosed with letter was a 91/2” x 12” 
16 page brochure giving explanation 
and examples of Cowell work. If you 
want to see some really beautiful print- 
ing write for a sample. 


@ DID YOU KNOW business concerns 
can lease one or more automobiles on 
a long term basis with full insurance 
coverage? We didn’t know it... until 
we saw the very good letter mailed by 
Philip Harris of the United Auto Rental 
Corperation, 147 Flatbush Avenue Ex- 
tension, Brooklyn 1, New York. Charges. 
which include servicing repairs and tire 


replacement, run from $75 to $100 per 
month with unlimited mileage allow- 
ance. An interesting direct mail appli- 
cation. 

eee 
@ “THIS BUSINESS OF OURS”... is 
the title of interesting 6"x8',", twenty- 
page booklet issued recently by Stop 
& Shop Inc. (393 D Street, Boston 10, 
Mass.) as an Annual Report to Em- 
ployees. One was mailed directly to 
the home of each of the 1900 full-time 
employees. Copies were also mailed 
to the suppliers of this aggressively 
alert chain of New England grocery 
stores. The report explains in simple 
pictures and charts, and understandable 
language, how the company operates 
and what it does with its 50 million dol- 
lars’ annual income. You can aet a 
copy by writing Harry D. Shain. Direc- 
tor of Advertising. Good for your idea 
file. 

eee 
@ WORST LETTER OF MONTH DE.- 
PARTMENT. A label manufacturer in 
midwest (we'll spare his name) mailed 
a two-page filled-in multigraphed letter 
which started: “I was born October 
Sth, 1888—60 years ago.” 
From there on the “president” described 
in capsule form the history of world 
(and his own) since then. He concluded 
by pleading for all the business possible 
so that the last quarter of his sixtieth 
year would be “outstanding.” A fine 
argument on which to hang a sales 
story. 

eee 
@ FOR THE RIGHT TOUCH DEPT.: The 
Copper & Brass Research Association 
(420 Lexington Avenue New York 17. 
N. Y.) publish a very excellent, slick 
paper, 8” x 10!/,", sixteen-page monthly 
house organ titled—Copper & Brass 
Bulletin. We never noticed one little 
but important production detail until 
the November issue caught our eye. 
The book is stitched with copper wire 
instead of the usual binder’s material. 
A little detail . . . but most appropriate. 

eee 
@ The Reporter Staff extends Greetings 
of the Season to all of you readers and 
advertisers who have helped make this 
year of progress possible. Many of you 
have been kind enough to notice and 
comment on an obviously improved 
ragazine. We'll promise you further 
forward steps in 1950. Informative an- 
alytical features never before printed 
about direct mail are in the planning 
or preparatory stages. How about 
marking your calendar right now for 
some convenient early-year date .. . 
when you will write us about your 
plans or ideas for 1950? And be sure to 
keep or put us on your mailing list for 
all the direct mail you produce next 
year. May 1950 be a “nifty” for you 
all! 
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: ELOPES H 
TENSION ENV = 


At least a dozen people 

—maybe more—see an 

envelope sent through 

the mail before it is 

opened. Packaging 

» a envelopes, displayed on 
store counters, are visible to 

hundreds of thousands. Yet only the 
designs with “oomph” earn high “open- 
ing percentages” for direct mail types... 
strong “customer choice” for packaging types. 


The best envelopes bespeak the prestige and 
dignity—or the aggressiveness and show- 
manship—of the firms they represent. And 
attention-compelling, multi-colored pack- 
aging envelopes vastly enhance the sales 
appeal of the merchandise they contain. 



































DO YOUR ENVELOPES MEASURE UP? 


Tension is proud to have supplied its 60 years of 
envelope-making experience to many of the country’s 
leading business houses, helping them save mailing 
time, prevent mistakes, cut postage costs, promote 
sales and protect envelope contents—in addition to 
providing designs of distinction. 
If you have a special envelope requirement, simply 
outline the need on your company’s letterhead, and 
address the Tension factory nearest you or phone 
your local Tension representative. 


for every business use 
“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. © St. Lovis 10, Mo 
Minneapolis 1, Minn. © Des Moines 14, lowa © Kansas City 8, Mo 
Over 100 Representatives Selling Direct to User 
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YOUR PACE is OURS 


GREETINGS TO ALL 


users of Printing and Lithography 


1949 has been a good year. It has seen the return of 
normal healthy competition and the general availability 
of supplies. 

1950 will be even better. The application of new tech- 
niques and efficient integration of all departments of 
manufacture, both letterpress and lithographic printing 

—supported by typesetting, inkmaking, binding and 
finishing all under the same roof insure speedy, efficient 
service to you and your clients. 


Let us help you to make 1950 your best year! 


PACE PRESS, INC. 


Letterpress Division - Lithographic Division 
636 ELEVENTH AVENUE, at 46th St., NEW YORK 19, N. Y. 
Telephone: Circle 6-8100 





